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Cementing your [rade 


Third of a Series 


By RICHARD L. PRATHER 








OW shall I hold that which I now have and add __sitself. Windows may shoot over the heads of the people. 
to it profitably?” They may get an idea the store has become too fine, 

We all know that lost busines is due to lost too high priced. The newspaper ads may have taken on 
customers. Why are they lost? Why did we fail to a look of New York City and scared off a lot of trade. 
hold them having had them once? What fault of ours And, sad to say, the proprietor may have swelled up 
was it that sent them into some other store to buy with a little success and become too high and mighty 
shoes ? for his small town patrons. What an error it is to 
The smaller store has an advantage over the bigger become chesty and “uppity” and condescending. When 
one in a city because it may build up a fine personal a merchant sticks out his chest and dons the high hat 
relationship with its customers. It may become the he is courting certain loss. He may decide that he 
store that people think well must cultivate the upper 
of and patronize because of classes and the country club 
its individuality, its person- crowd. Right there he makes 
ality, its genuine interest in his first serious mistake. 
its trade and friendly desire That crowd is all right—as 
to serve well. The smaller far as it goes. But it may 


store may become the style represent a very different 
authority and the last word in social strata than that of your 


authentic information con- customers. While strutting 
cerning shoes. And it may your stuff on the golf course, 
become the most disliked place or club house veranda, you 
in town because someone may be neglecting your very 
failed to keep his ear to the bread and butter. 


ground and hear what was Friendly business is the 
going on all around him. best business. To know every 


That personal, intimate, in- customer well and almost inti- 
terested service may be mately is a fine accomplish- 
thrown into the discard and ment. And to do that you 
all the fine relationships de- must be where you can meet 
stroyed almost over night. the greatest number of them 


Someone, somewhere around —right down on the common 
the store has done some level where business comes 


sloppy work, some faulty from—the floor. Right at fhe 
thinking, or lack of thinking. front door where people come 

It may be that the store has and go. To meet with a 
drifted out of the smaller genuine smile, to greet cor- 
town class and through imita- This «eek, Mr. Prather discusses ways and dially and welcome sincerely, 
tion of the city store declassed means, etc. the man or woman who comes 
[TURN TO PAGE 62, PLEASE] 
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LESS MEAT EATEN 
SHOE MARKEP! 


By Charles H. Eplfixpus 


understand a little. We know that we must give 

Service before we receive any pay whatever. The 
merchant must fit up his store and collect his goods 
before he can sell them. The professional man must 
educate himself for years in some efficient Service 
before the public will notice him. The laborer must 
finish his day’s work before he is paid. It is a new 
word, Service; it means production; it means creation. 

The public is quick to recognize Service. A small 
Service brings a small return; a great Service, whether 
it be of brain or hand, receives a great reward. Every 
establishment is a business success where the plan of 
its operation is based upon the three fundamental 
principles. A Square Deal, Cooperation and Service. 
The public builds up the business of such an estab- 
lishment. 

We are creators; we must produce and we must 
produce together. We are working together whether 
or not we know it, whether or not we wish it. We 
MUST work together. We MUST create. This means 
Service. 

It is team work. The little prefix “Co” means “to- 
gether.” Operating together. True cooperation is 
each one helping to get the best results from one idea. 
Every successful business is the idea, the thought, 
the invention, the vision of some one man. It may be 
that he began this thought years ago and left it to 
others to execute. If these others play the game as 
a team the business is a success; if they cannot or 
will not the business is a failure. 


GQ underst is a new word that we are beginning to 


HE May issue of The Leather Manufacturer 
states: “The most serious waste that tanners here 
have to contend with is the one resulting from periodic 
booms and slumps in their business. At fairly regular 
intervals a number of tanneries are either away up or 
away down in production.” 

“What is needed in the tanning business is a large 
capacity on the part of the owners for industrial man- 
agement and salesmanship. The word ‘industrial’ 
should apply to the leather business from hides to 
shoes. A possibility which may secure greater sta- 
bility will be for hide men, tanners and shoemakers 
to all sit around a table and allocate a living profit 
to each, etc.” : 






The writer of these words glimpsed a vision which 
may be a reality sooner than he imagined; unfortu- 
nately he omitted the keystone from his arch when 
he neglected the shoe retailer; for upon the success. 
ful merchandising of the shoe depends the entire 
structure of the leather trade. 

It is true that leather is used for many and varied 
purposes, but 80 per cent of the leather cured in the 
world is necessary to make shoes for the people. In 
this country the salesman who fits the shoe upon 
the customer’s foot is the most important individual 
in the quartet. 


ACH of the four must be an expert. The hide and 

skin importer or the packer; the tanner, the shoe- 
maker, the retailer. Four distinct and different kinds 
of knowledge and ability are required in the furnish- 
ing of milady’s foot covering. The aims and ambi- 
tions of each are as distinct and divergent as though 
there were four different lines of business. They have 
been so considered and so pursued. There has been 
confusion and disagreement. There should be coop- 
eration and helpfulness. They are four partners in 
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one object which is the conversion of a meat by-prod- 
uct into a well-made and serviceable shoe. And a 
fair profit to all concerned. 

The difficulty at present is in the fact that the shoe 
retailer by a long and costly education of the custom- 
er has trained the public to expect that his particular 
brand of $4, $5 or $6 shoe will always be made of 
leather, will always remain of the same quality, wheth- 
er there is any leather in the world or not. This is 
now proved an economic error. 

Unless the industry can control its own raw mate- 
rial it is not privileged to make such a statement. 
Hides and skins are not raw material. They are by- 
products, depending upon the kind of meat the people 
of the world eat; the kind and the quantity. 

Since the world war the supply of hides and skins 
has gradually decreased. People all over the world 
are eating less meat. We, in this country, today eat 
less meat than our fathers ate. 

The doctors have warned us, have frightened us. 
This high blood pressure scare of the past ten years 
forces a scarcity of leather. We are more healthy as 

































the result of a better hygiene. Milady now wears slip- 
pers, not because there is less leather, but more stock- 
ing, more comfort and style. Still the farmer raises 
no more cattle because it doesn’t pay. Meat is not in 
demand. 


HE hide man cannot supply the tanner. The tan- 

ner fails and goes out of business. The shoemaker 
cannot make a price low enough to satisfy the retail- 
er. He closes his doors. The retailer still sells his 
$4, $5 and $6 shoe; but—not so good a quality for no 
product now known fully takes the place of leather. 
The economic error spreads. No one is satisfied; least 
of all the customer. 

And why should milady expect to pay the same price 
for a shoe as she did ten years ago? Her stockings 
cost four or five times as much; her underwear more 
than that; here dresses certainly double, usually 
more; her outerwear from five to ten times as much, 
including her furs. But she gets a shoe less service- 
able but more stylish at the same old price. 

“A possibility for good where hide men, tanners, 
shoe manufacturers (and retailers) sit around a table 
and allocate a living profit to each.” It will be done. 
Bye and bye the retail merchant will know the climate 
of South America and the prospect of the skin market 
in Switzerland and Norway and the condition of pelts 
in India, New Zealand and Australia. He will coop- 
erate with all the factors in the leather industry be- 
fore he sets a price. 


F there were one-half the cooperation in the leath- 

er trade from hide to shoe that there is today mani- 
fest in the automobile trade, there would be no dis- 
tress in either of its four branches and the public 
would be well served; it must be served to the greatest 
possible good to the greatest number of people. 

This cooperation idea is no longer merely the vision 
of a newspaper writer. It is already formulated into 
a definite plan and is being worked out experimen- 
tally in a few instances. Every big movement starts 
thus; but any start at all is better than just “passing 
the buck.” Every start on a new line is progress. 
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“Misplaced Summer” Folly 


NE of the most destructive tendencies in the 

shoe trade is that of following the “herd in- 
stinct.” A few seasons ago, when pastel parch- 
ment was the only thing in the trade’s mind, some 
merchants bought as though there would never be 
an opportunity to get anoher pair. They had 
forgotten proportion entirely. 

We see the “herd instinct” again appearing. 
The majority of shoe stores in this country are 
from sixty to ninety days late. The shoes that 
should have sold in April and May are just be- 
ginning to move now. The public, because of the 
weather, hasn’t had an opportunity to become sun 
or sandal minded. If the habit of the trade is to 
automatically dump everything at clearance on the 
first of July, is will miss the greatest opportunity 
that it ever had. 

Summer, as we know it, is July, August and 
September. The last three years have shown 
hotter Septembers than ever before. Weather is 
moving forward. Then why should there be such 
an arbitrary “Stop Selling” date as of July fourth? 
The mental habits of our trade need revision, 
because the buying habits of people have changed. 

In mid-June came the first showings of white 
coats and hats. Every dress shop in America is 
featuring white Summer coats for women. The 
most attractive novelty color this season is light 
shades of yellow. The girl with a yellow dress and 
white coat has a problem on her hands in selecting 
a shoe, other than white. White, and shades of 
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white, become of tremendous style importance for 
July and August selling. Some merchants will 
find the need for even placing re-orders on white 
mid-summer shoes. To sacrifice and slaughter 
whites before the public has even had a taste for 
whites would be one of the greatest errors of the 
merchandising year. 

What are we to do with the months of July, 
August and September, if we break into clearances 
of mid-summer footwear? Whites should be held 
for a real price and profit. There are other mid- 
summer specialties, the dizzy fabric shoes, the 
smart lighter tones in beige and brown, and the 
trade’s great opportunity is to make of July and 
August months of profit. How can the losses 
of the past month be made up, unless there is extra 
mid-summer effort put on seasonable, salable 
shoes? 

Sell shoes not by the calendar, but by public 
demand. Watch the harmonizing dresses, coats 
and hats, and their sales movement in other stores. 
The ensemble idea of dress has swept this country. 
It was the peacock blue hat that brought out the 
blue of the eyes, that developed the sale of the blue 
coat, which lead to the ensemble interest in the 
blue dress, and made possible the sale of blue kid 
shoes. No one article of garmentry could move 
by itself alone. It took the entire harmony of dress 
to make the demand for this color so tremendous. 

The same holds true of white. When sun and 
sandals appear, then as sure as the season rolls 
around there is going to be a place for whites and 
lighter colors, and they should this year above al! 
be sold at a right price and profit. 


Diverted Dollars 


Tf) ATCH carefully the movement of occupations 

in your community. Do you know that since 
1920 there has been an increase of a million people 
in the little businesses and occupation such as gas 
stations, garage men, telephone and telegraph op- 
erators, barbers, apartment and boarding house 
keepers, porters, bell boys, ladies’ maids, golf 
course workers, hair dressers and beauty parlor 
workers, etc.? 

We have watched with remarkable interest the 
change of occupation. We have seen factories 
accomplish more by machinery, and less by handi- 
craft. Practically every other business, but that 
of shoemaking has necessitated fewer hands in the 
fabrication of the finished article. The shoe has 
needed more hands, particularly in the styleful 
lines where the assembling of thousands of little 
pieces, colors, patterns and ornaments have in- 
creased detailing enormously. This is one of the 


factors that makes necessary higher costing of 


shoes. 
The movement of workers to the increase of 2 
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million over the government figures of 1920, when 
there were in these items of service and supply 
1,102,745 people employed, indicates that habits 
of dress and modes of living are changing with 
tremendous rapidity. Most of the people who go 
into these new services of supply step out of the 
work shoe class into the dress shoe class, and their 
footwear needs are changing. Dollars are thereby 
diverted from heavier footwear to the lighter. 

These are factors well worth considering right 
now in preparation for your fall and winter foot- 
wear. Take a few hours off per week to make a 
study of the habits of man and womankind in your 
community. 


Puffed Throats 


HIS title may be a trifle misleading, for this 

editorial follows a Chicago event, and not a 
Kansas City oratorical féte. Feet are being pro- 
fessionally abused, and that fact leads to a com- 
plaint nation-wide in application. 

The dancing marathon in Chicago, at the Coli- 
seum, is now seven 
days long, and the bal- 
lad of the barking 
bunions is not yet 
ended. Seven couples 
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hours to keep the feet from swelling too much. 
When the pain became intolerable the couple 


‘dropped out of the silly old race. 


But in the observation of a shoe man there is 
one thing to record. The feet-of women are being 
changed by tight pump lasts. More women com- 
plain of puffy feet through pressure at the throat 
and where the vamp cuts into the foot. Lack of 
material over the waist and instep of the foot, to- 
gether with the high pitch of heels, is changing 
feminine foot measurements. 

One of the sure-fire styles for fall is predicated 
on this very fact of puffy feet. The old Southern 
tie is being revived for it made possible adjust- 
ment at the waist and a pulling back to normal of 
the foot that was fat over the front of the foot. 

If a new vogue for a boot should arise and it 
necessitates snug ankle fit, there will be great grief 
in factories until the trade has restudied foot 
measurement. The art of making a snug-fitting 
boot is lost, for feminine feet have changed. 

A call for a shoe to restore the lines of the foot 
by stress and pressure on the puffy front is being 
met by this new South- 
ern tie to give to part 
of the day a foot cover- 
ing that might correct 
the abuse of the foot 


survive the continuous 
dancing — with fifteen 
minutes of rest be- 
tween each hour’s 
“hoofing.” Feet seem to 
be able to still do their 
duty after 168 hours on 
the dancing floor. 
Strange, too, this con- 
test pulls more audi- 
ence and attention than 
the cross-country race 
sponsored by Cash and 
Corns Pyle. 

Significant in the 
dancing Marathon is 
the fact that nearly 100 
contestants dropped by 
the side of the dance 
floor from foot trouble 
—all other ills, includ- 
ing fatigue, were of 
minor importance. The 
big fault was puffy 
feet. The majority of 
women dropped 
out because the shoes 
they wore cut into their 
feet. Most every danc- 
er started bandaging 
after the first fifty 











The Reason Why 


THE CECIL SHOPPE 
Greybull, Wyo. 





As I have just started in the shoe business for 
myself, I would like to subscribe to the RECORDER. 
I have been with T. V. Rowe & Company of Grey- 
bull for the past three years and have been a con- 
stant reader of the RecorpeER these three years. 

Now, as I am in the game for myself, I would 
like to continue reading the Boor aANp SHOE Re- 


CORDER. Please send me your January issues, as I 
missed out on them. 
Yours very truly, 
THE CECIL SHOPPE, 
(Signed) C. C. Dobbins, Mgr. 
- * + 

A new store with the Recorper as friendly ad- 
viser bids fair to win out. 

The Recorper’s mission is to advise the mer- 
chant what to buy, when to buy, and how to sell 
at a profit. 

We wish you success, Mr. Dobbins. May the 
RecorDER always be of help to you in your 


progress. 
Suce.6 sx <a 


President 
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the rest of the day. 
Thus we learn from so 
useless a stunt as a 
dancing marathon that 
feminine feet cannot 
continue to be abused. 
* + 7 

A speaker at a meet- 
ing of sales managers 
and advertising men 
said: “One of the best 
things that could hap- 
pen to business would 
be for someone to take 
a saw and go about the 
country cutting off the 
top shelves of every 
store in the land.” A 
world of truth crops 
out in that statement. 
Up there, on top of 
those high shelves are 
the stickers. Sales- 
people are human and 
we all dislike to climb 
a ladder. Bring the 
shoes down _ within 
reach of the hand and 
see how they move out. 
Do away with that ex- 
panse of tall shelving. 





BOOT AND SHOE RECORDER 





June 23, 1928 


Bi 


by HARRY R. TERHUNE, Fiezp €ni7or, 


Four Ideas on Selling 
to Men 


TLANTA, GA.—Here comes 

Paul Barcroft with four nice 

juicy peaches of his own raising, 

proving that these Georgia boys are 
right there with original ideas. 

Idea A is one of those totally 

different letters to new customers. 

What makes it so is the reproduction 


This is letter A, referred to in the article telling 

how Paul Barcroft of Atlanta builds business. 

These letters go to new customers and are often 
referred to when buying the second pair. 


of a filing card in place of the usual 
salutation. 

New letters now being multi- 
graphed have space for the sales- 
man’s name instead of “date.” These 
letters are printed with the same 
color ink as the typewriter ribbon, 
and as they are hand signed, they 
have every appearance of being a 
personal letter. A surprisingly large 
number of men clip the record part 


of the letter, keeping it for refer- 
ence when buying the next pair. 

At first glance this letter may 
seem to be a bid for kicks. As a 
matter of fact, it has the opposite 
effect, for the customers realize that 
the store has a record of this sale 
and so knows all the details. All in 
all, the letter generates considerable 
good feeling among its patrons. 
(See Letter A.) 


Pave RAR ROT, Mamacen 


ri THE FLORSHEIM SHOE STORES Co. 


This is letter D, referred to in the same article. 

It was printed in purple ink on pale green paper 

and was sent to college students to apprise them 
of a fashion show. 
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The next two ideas have to do 
with semi annual sales. 

Idea B—All Atlanta knew when 
the Florsheim sale started in Jan- 
uary, even if they did not read the 
papers or see the windows. Barcroft 
stands in with the crowd over at the 
Airport, especially with one of the 
aviators. A deal was made with this 
chap whereby for a couple of pairs 
of shoes, he flew over the city and 
dropped several thousand airplane- 
shaped announcements of the sale. 
These cards which were of eight 
different colors, were tied together 
in lots of 250 each, and looked like 
a bomb when thrown overboard, and 
the string loosened. The big ex- 
pense of this stunt was the cost of 
the die and of the printing, but it 
paid, as the sales records proved. 

Idea C—“Why give back $1.15 in 
cash money to the customers?” 
argued Barcroft to himself. (Here 
it must be explained that his base 
price is $8.85). “The average cus- 
tomer will hand out a ten dollar bill, 
so why shouldn’t we keep the change, 
and at the same time do them a good 
turn.” 

This line of reasoning, carried to 
its logical conclusion, resulted in a 
large number of $1.25 shoe trees 
being sold. 

“Tt only costs you ten cents to own 
the trees, figuring the shoes at their 
actual worth of $10.00,” was the 
song he taught his boys to sing. So 
instead of giving $1.15 back in 
change, one thin dime more than 
the original ten was collected, to the 
joint pleasure and profit of all con- 
cerned. 

Idea D—Is another letter. This 
one to the college boys. Pale green 
paper stock was used, purple ink for 
the body of the letter and head, with 
the cartoons printed in regular black 
ink by the way of contrast. This let- 
ter was sent to the students just 
previous to the Fashion Show, a reg- 
ular college event. Naturally college 
men received plenty of mail at this 
time, so it was up to Mr. Barcroft 
to have his letter different. He did. 
(See Letter D.) 


°° 2 © 


Re-Using Good Ads 


IRMINGHAM, ALA.—To the 

merchants who use the roto- 
gravure section of the Sunday pa- 
pers, the tie-up methods used by L. 
R. Ashby of the Walk-Over store, 
will be interesting. Advertising is 
shot in the rotogravure section every 
other week, then the same photo 
used in the advertising is promi- 
nently displayed in the store win- 


BOOT AND SHOE RECORDER 


dows, and flanked by the shoes men- 
tioned in the copy. For the next 
step, the same ad is reproduced on 
cards, 34% by 5% inches and mailed 
to a list of 2000 customers. These 
cards are of good coated stock, so 
the full beauty of the rotogravure 
is retained. According to Mr. Ash- 
by, the immediate response from the 
mailed cards is very gratifying. Out- 
of town customers who saw the roto- 
gravure advertising and then re- 
ceived a quick follow-up by mail, 
either came to the store in person or 
sent mail orders in sufficient num- 
bers as to classify this as good pub- 
licity. 


One of the cards sent out 
by Mr. Ashby 





Getting Rid of 
Odd Lots 


TLANTIC CITY, N. J.—In- 

stead of waiting for certain 
specified times of the year in which 
to run a general sale, S. Stein of the 
Fashion Shoe Store, has hit on a 
permanant sales method which is 
working out very satisfactorily in 
his case. He has converted the 
large island shoe case in the store’s 
doorway into a regular display of 
the shoes he wishes to sell for less 
than their regular price. This case 
was originally the hosiery case, so 
the hose is now displayed -in the 
regular shoe window in conjunction 
with the new shoes. 

Having these odd lots of shoes at- 
tractively displayed in a separate 
case, properly ticketed, not only 
helps to clean out the lots, but at- 
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tracts the attention of the price 
shopper. The success of this method 
is so pleasing that Mr. Stein feels 
sure it will ultimately mean his 
store will not. be obliged to resort 
to sales for house cleaning purposes. 

Furthermore, by setting a fair 
price on short lines as they develop, 
more money is realized in the long 
run than by the stated sale way. 
By segregating the new style shoes 
from those that good merchandising 
say must be sold at once, both classes 
of customers, the one to whom style 
alone appeals and the one to whom 
price appeals, are attracted to the 
store windows with the desired re- 
sults. 


A Different Slant on 
Children’s Shoes 


2 ASHINGTON, D. C.—A little 
different slant on children’s 
departments handed out by Henry 
Hirsh of The Family Shoe Store: 
“The application of good merchan- 
dising principles will do more in 
quickly building up and maintaining 
a children’s department than any 
other method. Even though we ap- 
propriate $100 a month on sou- 
venirs, we depend upon a sound mer- 
chandising policy plus extra good 
fitting service to build a steadily 
increasing children’s trade. Fitting, 
of course, is of prime importance. 
No matter how well the shoes are 
bought, if they are not fitted prop- 
erly and if the right service is not 
extended to the patrons, profitable 
repeat business will not follow. 

“It is more important to have the 
right style in children’s shoes than 
in men’s or women’s. So, instead of 
filling the shelves with a hastily 
bought selection of straps and ox- 
fords, we carefully pick out the 
right kind of shoes our trade will 
buy and appreciate. In the store’s 
advertising copy ‘Foot Service for 
Children’ is a permanent headline, 
one which arouses the right kind of 
attention from the parents. It is 
the service that brings back the 
customer; the supplying of real in- 
telligent fitting service; the doing 
of many extra unasked little things; 
the sincere endeavor to sell the right 
shoe for the right need that counts. 
All these things impress the relia- 
bility of the store on the trade. 
They are the determining factors 
in causing customers to buy again 
and again. The merchandise must 
be right for we never have any sales, 
so in the final analysis, service is the 
only thing we have to sell.” 
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Contest Helps to Sell 
More Shoes of Kid 


New York City Retail Salespeople and Executives Compete 


in Attempt to Develop 


Used in Presenting Kidskin Footwear 


executives employed in the retail shoe stores 

of New York City competed for the prize offered 
in the “Tell-Us-A-Kid Story Contest” held by the 
kid tanners from May 1 to 30. This contest was or- 
ganized as an experimental measure to ascertain the 
degree of knowledge existing among retail shoe peo- 
ple on the subject of kidskin and its peculiar proper- 
ties and advantages. 

“Let’s hear you sell a pair of kid shoes,” was the 
form of the inquiry. 

The prize winner was J. Rimler of Delman’s, New 
York’s exclusive designer and retailer. His prize 
winning contributions were accompanied by two 
sketches of kid shoes—one of women’s shoes and one 
of men’s. Here are the winning sales talks: 


On Women’s Shoes of Kidskin 


“These lovely shoes are made of kidskin! 
you slip your feet 
into them you will 
just love their soft 
and caressing cool- 
ness. Run your 
fingers over them 
lightly—how __ex- 
quisitely sleek and 
beautiful they are! 
You will always 
find footwear of 
kidskin trim as a 
swallow and cool 
as a pansy petal. 

“When you wear 
kidskin shoes 
among your 
friends you will do 
so with perfect 
confidence that you 
are correctly and 
elegantly shod. 
This confidence 
will impart a new 
grace and beauty 
to your bearing, 
for well dressed 
feet are, as you 
know, the essence 
of good taste and 
the basis of style. 


A hundred picked sales persons and 


When 

















Two kidskin shoes, one a 

woman’s and one for men, 

designed and submitted 

with the winning answer 

in the kidskin contest in 
New York City 
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Good Sales Talks to be 


“What a generous gift kidskin has made to the 
beauty of the feminine foot! Because kidskin takes 
dyes so beautifully, kidskin footwear is always made 
in the newest and smartest colors of the season as 
well as black. Because kidskin is so supple it lends 
itself to the most advanced and stylish patterns. 

“And did you know that kidskin shoes make your 
feet look smaller? If your shoes are of kidskin you 
can wear with perfect comfort a half size smaller. 
Because of kidskin’s clinging quality you can now glove 
your feet—yet at no sacrifice of ease and coolness, of 
peace of mind and comfort. 

“If you examine these shoes carefully you will know 
why. Do you notice the tiny pores? Nature her- 
self has placed these pores here for your protection. 
They permit your foot to breathe. 












66 OT, binding shoes will mar the beauty of the 

loveliest woman. Therefore, look for these tiny 
pores before you buy shoes. If these pores are there, 
you will enjoy kidskin coolness and softness in a smaller 
sized shoe—you will be able to dance all night and 
walk all day without giving a single painful thought 
to the shoes on your feet. 

“If you have kidskin polished frequently it will 
preserve its life and enhance its beauty. A _ good 
quality of genuine kidskin will give you long and ex- 
cellent service. Indeed, with proper care, it will re- 
tain its youth and its attractiveness far longer than 
anything else from which a shoe can be made. 

“When you buy your next pair of shoes, whether 
it be color or black, oxford or pumps, simple or 
elaborate, for informal afternoon or formal evening 
wear, ask first for kidskin shoes. Keep in mind, then, 
as you wear the 
shoes, that they 
are genuine kid- 
skin—perfect in 
beauty, perfect in 
coolness, perfect 
in durability, per- 
fect in every qual- 
ity that goes to 
make a_ perfect 
shoe. 

“Always ask for 
kidskin by name 
and identify it 
when you get it 
by nature’s own 
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What Styles wil/ Sell 
in the Kall? 


Authentic Footwear Modes and Harmonizing Costumes for 
September and October to be Modelled at Boston Show, 
in Hotel Statler—July 9, 10 and 11 


many changes of costume and shoe. This is 

the theory on which those in charge of the 
Style Revue of the Boston Shoe and Leather Fair 
are working. Not only are the models being chosen 
with an eye to their beauty and modelling ability but 
also with the end in view of getting models particu- 
larly suited to the types of costumes and shoes which 
they will be called on to wear. 

The amount of care and thought being put into 
this one feature of the show insures, in itself, the 
best style presentation ever held in this Eastern 
market. 

Shoes and costumes for every possible occasion 
will be shown in a new setting designed not to give 
an overly ornate effect but to concentrate attention 
from the very start on the shoe and its relationship 
to the costume—and to keep the attention riveted 
there until the model leaves the runway. 

As the shoes to be shown are being chosen with 
an eye to their salability in September and October, 
and as costume fashion experts are working hand and 
glove with shoe experts in 
the garbing of the models, 
merchants who attend the 
style revues will leave with 
an excellent idea of what 


Prnany changes models—few of them—and 


their store stocks should 
look like for early fall sell- 
ing. 


Not only that but they will 
know what shoes go with the 
various costumes to be sold 
at the same time and will be 
in position to give their 
trade most excellent advice 
in the selection of footwear 
to harmonize with outer 
wear for every possible oc- 
casion. 

It is the hope of the 
show organization that many 
wives will accompany their 
husbands to Boston just 
after the Fourth. If they 
do, they will be met by a 
program of entertainment 
which leaves nothing to be 
desired. Under considera- 
tion at the present time by 
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the women’s committee are auto tours along the 
historic and beautiful North Shore, luncheon, dinner 
and theater parties and a wide range of other enter- 
tainment. 

The activities for the men, other than strictly 
business, will, as announced before, be confined to 
Wednesday, July 11, the last day of the fair. This 
will be field day and the Woodland Country Club, 
with its excellent eighteen hole course, will be the 
scene of an all day golf tournament with lots of 
prizes for all classes. 

Following the golf matches will come a dinner 
party, timed to end at an hour which will make it 
possible for those who wish to, to return to the 
Statler Hotel for the last runway performance. 

Reservations for booth space in the Hotel Statler 
ballroom as well as for sample rooms on the other 
floors of the hotel, have been pouring in for weeks 
and a majority of the space already has been assigned. 

In addition to New England manufacturers, who are 
being taken care of in the Hotel Statler, manufacturers 
from other centers also will be in attendance and are 
being taken care of in the 
Copley Plaza hotel and 
others. 

Enthusiasm for the show 
reached a high pitch at a 
recent luncheon meeting at 
the Statler attended by rep- 
resentatives of every shoe 
and leather organization in 
the Boston district. Horace 
R. Drinkwater, president of 
the Boston Boot and Shoe 
Club, introduced such well 
known speakers as William 
H. Bresnahan, president of 
the Boston Shoe and Leather 
Fair; Charles C. Hoyt, treas- 
urer of the same organiza- 
tion; Alfred W. Donovan, 


z= 
b 


www spresident of the New En- 
gland Shoe and Leather As- 
sociation; T. A. Delany, sec- 
retary of the National Shoe 
Travelers’ Association; and P. 
F. O’Keefe, president of the 
Boston Advertising Club. 
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Average Good Fit 
Takes 18 Minutes 


sé OW Much Time Should the 

Retail Shoe Salesman 

Spend in Fitting the Aver- 

age Customer?” our recently asked 

prize problem, brought to the Edit- 

or’s desk many interesting replies, 

with specified periods ranging all 

the way from three minutes to two 

hours and with the average given 
as about 18 minutes. Victor J. 
Marks, salesman at the Marks Shoe 
Store, Danville, Pa., is awarded the 
first prize. John G. Schlaffer, sales- 
man, who styles himself, “Fitter of 
Feet,” at Quinn Bros. Shoe Store, 
Sedalia, Mo., wins second prize. The 
following receive honorable men- 
tions: R. L. Boulware, Hammel’s, 
Lexington, Ky.; G. A. Lehwald, Volk 
Bros., Co’s. orthopedic department, 
Dallas, Texas; Roy W. Youngblood, 
Regent’s, Amarillo, Texas; Irene 
Sears, G. R. Kinney Co., Inc., North- 
ampton, Mass., Herbert L. King, 
Nachman’s Dept. Store, Inc., New- 
port News, Va. This is an excerpt 
from Salesman Marks’ letter: Ours 
is a family shoe store catering to the 
masses, with a wide range of prices. 
Our men’s dress shoes are priced 
from $3.25 to $10; Women’s $3.00 to 
$10.00; Children’s 75 cents to $4.50. 
Our aim is to fit all customers con- 
scientiously regardless of the price 
shoe they buy. The bulk of our busi- 
ness is done on the $5 to $10 shoes. 
We are situated in a small town and 
our business is mainly “repeat.” The 
time it takes to fit the average cus- 
tomer depends entirely on the ability 
of the salesman, condition of the 


and 
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stock and the attitude of the custom- 
er. Our regular customers buy 
quickly, because we have their con- 
fidence and they know we fit them 
correctly ; in busy times, they are the 
easiest to serve and many times one 
salesman will average from 6 to 10 
pair of shoes to as many customers. 


Emphasize Fit First 


New customers in many cases are 
sold quicker than regular trade, but, 
we endeavor, regardless of how busy 
we are to impress each new custom- 
er with our ability to serve with the 
right kind of shoes at the right 
price. We emphasize fit above every- 
thing, because the customer we fit 
in comfortable, stylish, shoes is “the 
bread and butter” of our business. 
Many customers are served satisfac- 
torily in three to five minutes, 
others, in 10 to 15 minutes, and 
many a time I’ve spent an hour to 
two hours to please a woman cus- 
tomer. I believe that the hour and 
two hour grinds were more profit- 
able than the quick sale, because 


Shoe fitting time varies from 








three minutes to two hours. 


(DITED by Helen M. Haney 
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Dedicated . 
to the EDUCATION of the MEN ~ » 
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nine times out of ten, the woman 
who visits with you an hour or two 
will be a wonderful booster for your 


store. Today, “long winded” cus- 
tomers are becoming rare. I can re- 
member several years ago, we often 
had customers for a long visit, but 
today people buy much quicker. This 
condition is due to the wonderful 
fittings qualities of today’s shoes, to 
educational advertising, to the snap- 
pier trend of modern times, and to 
the more enlightened salesmen of to- 
day. I believe each salesman should 
take enough time to fit each custom- 
er correctly. Impress upon customers 
the policies of your store, and send 
them away with a smile. 





Fit Long Enough 
to Make Sale 


SEDALIA, Mo.—Salesman John G. 
Schlaffer said: It is related that a 
man once asked President Lincoln 
the question, “How long should a 
man’s legs be?” He received the 
reply, “Long enough to reach the 
ground.” And this answer, I believe, 
could be very fittingly used in de- 
ciding how much time the retail shoe 
salesman should spend in fitting the 
average customer. This is indeed a 
subject that might be discussed at 
great length. There are so many 
things to be considered. For in- 
stance: if the store is one handling 
high-grade shoes and caters to the 
higher grade shoe trade, people, as 
a rule, are more exacting as to the 
fit and proper shoe for the occasion. 
In lesser priced shoes people will 
generally buy quicker and are |ess 
exacting. The retail salesman in the 


June 28, 1928 













agre 
denc 
be p 
prop 
a ¢ 
use 

“pres 


At 
make 
force 
chas¢ 
vince 
or he 
effort 
like » 
avera 
shoul 
age ¢ 
tome! 
has a 
I wou 
perha 
circul 
count 
verge 
that | 
and ¢ 
made. 
sale. 


Why 


(By 4 
shoe 
Jacob: 


Mr. 
of th 
shops, 
agers 
of M1 
subje 


\ 














June 23, 1928 


higher grade shoe store should first 
be very careful as to the correct fit 
of the shoe. Point out the fine fit- 
ting qualities, and the graceful out- 
lines of the shoe. Secondly, talk 
style up big—call attention to cer- 
tain style features, or perhaps to a 
pretty little ornament or to another 
detail of the shoe. Get customers to 
agree with you. Gain their confi- 
dence. The average customer will 
be pretty likely to buy, if shoes are 
properly fitted and carefully shown. 
If customers falter about buying, 
use tact—then apply a little more 
“pressure” to the sales talk. 


Use “Forceless” Pressure 


At no time, should the salesman 
make it appear that he is trying to 
force the customer to make the pur- 
chase. With skill, he should con- 
vince the customer that it is for his 
or her benefit that he is making an 
effort to sell the shoes. People never 
like to be “forced.” I believe an 
averages of fifteen or twenty minutes 
should be ‘sufficient to sell the aver- 
age customer. And yet, if the cus- 
tomer is a so-termed “hard” one, or 
has a difficult foot to fit, take longer. 
I would spend an hour, if necessary, 
perhaps even longer, depending on 
circumstances. Results are what 
count. And sometimes, on the 
verge of “giving up” I have found 
that by just a little more persuasion, 
and a little longer time, a sale is 
made. Fit long enough to make the 
sale. 


Why Customer Turn-Over 


(By A. L. Pate, manager of one of the 

shoe stores controlled by Harry M. 

Jacobs of The New Bern Shoe Store, 
New Bern, N. C.) 


Mr. Jacobs had a recent meeting 
of the selling personnel of his four 
shops, at which some of the man- 
agers read papers. Here are some 
of Mr. Pate’s ideas on an important 
subject. There are many reasons 





stock work charm- 
, best of all, efficiently. 
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Imagine that you are the man- 
ager of your shoe store or shoe 
department, and that you have a 
mixed salesforce of men and 
women; that you have found by 
long experience the women did 
their stock work wrong, but that 
they were as good, or better, 
salespeople, in many instances, 
than the men; that you have 
found that the men do not like to 
correct the women’s mistakes in 
stock work, but that they almost 
always do and besides do their 
own stock work right, but that 
naturally both men and women 
would rather sell all of the time— 
how would you “settle the dis- 
pute?” 


WOMEN GOOD SELLERS— 
BUT— 

Several managers have stated 
to the writer recently: “Women 
are proverbially bad stock keep- 
ers,” but we have women here 
who can sell twice as much as any 
of the men, but one cannot ask a 
woman to carry big boxes, climb 
up ladders and unpack cases, nor 
to sweep and dust the store. When 
a man is doing these things he 
cannot wait on trade. He must 
sell shoes if he would make a liv- 





The June Prize Problem Will Bring 
$15 to Retail Shoe Salespeople 


If You Were Manager of Your Store, and Had a 

Mixed Salesforce of Men and Women, What Would 

You Suggest as the Most Profitable Plan for Your 

Store as to the Division of Labor and Equalization of 
Salaries? 





ing for himself and ofttimes for 
his family. So, too, must the 
women, in many cases; in other 
instances, she but regards shoe 
selling as a ‘fill-in’ money maker. 
There is much dissatisfaction. 
The men complain that if they did 
not have to work so much on 
stock they could sell more. What 
are we going to do to overcome 
this unrest and to equalize sal- 
aries? Are we going to elim- 
inate saleswomen from the shoe 
store entirely, or are more sales- 
women going to do more stock 
work correctly?” 


TEN DOLLARS FOR THE 
BEST ANSWER. FIVE DOL- 
LARS FOR THE SECOND 
BEST ANSWER. 


Only men and women actually 
engaged in selling shoes at retail 
are eligible to enter this contest. 
Winners will be announced in 
these columns July 28. 


SEND YOUR ANSWER TO 
THE EDITOR OF “THE RETAIL 
SHOE SALESMAN,” BOOT AND 
SHOE RECORDER, 207 South 
Street, Boston, Mass., SO THAT 
IT WILL BE RECEIVED NOT 
LATER THAN JULY 16. 








why salesmen should turn over cus- 
tomers to other salesmen, the first 
of which is to sell these customers, 
if there is any possible chance. We 
all realize that we cannot make a 
profit of our business unless we sell 
our merchandise. When you greet 
the customer pleasantly, you soon fit 
the shoe, and the sale quickly fol- 
lows the customer leaves the store 
satisfied, and becomes a permanent 
customer. When the salesman feels 
grouchy, this feeling is conveyed to 
his voice, and his tone of greeting 
spell to the customer this message: 
“I feel so cross—I don’t believe I 
can do it.” The customer reacts ac- 
cordingly and becomes indifferent. 
It is then high time for the sales- 
man to turn over this customer to 
another salesman. Supposing cus- 
tomer turn-over should be success- 
fully made twice a day, at $10 the 
sale; this gives the store a yearly 
gain of $3,100.20 in gross sales. 
That’s why we should turn over a 


customer, if we would be fair to our 
store. 


The woman in the shoe store chair 
has confidence in the man on the 
stool. If he fails her, the store loses 
as many customers as she has 
friends. 








Women are usually not fond of 
stock work. 
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Fitting Time Thoughts 


DALLAS, TEX.—It should not take 
on an average of over 20 minutes to 
close a sale. If a sale cannot be 
consummated in 20 minutes, the cus- 
tomer should be turned over to an- 
other salesman.—G. A. Lehwald, 
salesman at Volk Bros. Co.’s Ortho- 
pedic Dept. 


LEXINGTON, Ky.—It requires but 
a very few minutes to fit a pair of 
shoes here, because we confine our 
stock to popular selling sizes. There 
is a big difference in fitting a pair 
of shoes, and selling a pair of shoes. 
—R. L. Boulware, salesman at 
Hammel’s. 





When those returns and ex- 
changes come in as a result of 
“too quick” selling. Well— 


AMARILLO, TEX.—The right sales- 
man, in the right store, should satis- 
factorily fit, and easily sell, a “re- 
peat” customer, or turn her over to 
the next man in from eleven to four- 
teen minutes. Analyze the shoe, the 
customer, and then bring the two to- 
gether in such a way that will be 
most pleasing. Customers are ad- 
verse to hearing too much salestalk; 
many sales have been made, and then 
lost, due to the salesman really talk- 
ing himself out of same.—Roy W. 
Youngblood, salesman at Regent’s. 








‘Customers with “the wrong atti- 
tude” delay sales. 
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For customers who are: 
Fussy and nervous 
Tired and cross 
Excitable 
Impatient 
Unreasonable 


For customers who are: 
Timid 
Sensitive 
Undecided 
Deaf 
Old people 
Children 
Foreigners 


For customers who are: 
Skeptical 
Inquisitive 
Talkative 
Insulting 


For customers who are: 
Critical 
Indifferent 
Silent 
Bargain hunters 


For customers who are: 
Pleasant 
Decided 
Intelligent 


‘Customers’ Diseases” and “Cures” 


Nervous Customers 


Dependent Customers 


Disagreeable Customers 


Trying Customers 


Common Sense Customers 


—From Nettleton Table Talk 


You will need: 
Consideration 
Patience 

Quiet manner 
Dispatch 
Calmness 


You will need: 
Gentleness 

Gentleness 

Decision 

Sympathy 

Sympathy 

Power to think for them 
Helpfulness 


You will need: 
Candid manner 
Knowledge 
Courteous brevity 
Self-control 


You will need: 
Tact 

Perseverance 
Knowledge of goods 
Convincing manner 


You will need: 
What they expect 
Efficient Service 
Efficient Service 











“Sell Yourself and You 
Will Sell More Shoes” 


By W. J. Sullivan, Kennedy Co. 
Salesman, Boston 


Don’t breathe a sigh of relief 
and say to yourself, “I am entire- 
ly satisfied with the results of my 
efforts.” 

Create a volume objective and 
do not be satisfied until you have 
not only made it, but have passed 
it to a greater volume goal. 

Remember, your best sale is to 
have completely sold yourself and 
your knowledge of the shoe in- 
dustry. 

It surely will inspire the pros- 
pective customer’s confidence in 
you and has a tendency to make 
satisfactory and lasting sales, as 
well as an abundance of future 
business. 

Remember, also, that your sat- 
isfied customers are your best ad- 
vertising medium. 

Your smile is irresistibly con- 
tagious. It is the greatest medi- 
cine known to inject into a stand 
still shoe department. 

Acquire shoe knowledge and 
sell shoes. 











NORTHAMPTON, Mass.—It should 
not take the intelligent retail shoe 
salesman more than three minutes 
to fit the average customer; nor 
should it take longer than that time 


to decide whether or not he is going 
to successfully close the sale so that 
the customer will come back to the 
store again. Approximately ten 
minutes is the longest which should 
be allowed to fit and sell the average 
customer.—Irene Sears, saleswoman 
at G. R. Kinney Co., Inc. 


Newport NEws, VA.—Fifteen min- 
utes is time enough to fit any cus- 
tomer correctly. Each salesman in 
our department can satisfactorily 
and comfortably average four sales 
of properly fitted shoes per hour.— 
Herbert King, salesman at Nach- 
man’s Dept. Store, Inc. 


If the salesman should talk him- 
self out of a sale. 
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Using (GOLOR 
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SING the futuristic scheme of decorations and 

departing from the usual lay-out of shoe depart- 

ments, V. C. Wene, buyer and manager of the 
Morehouse-Martens Co. of Columbus has produced one 
of the most artistic and striking departments of that 
character in the Middle West. In fact, so striking was 
the change that the public has been discussing the 
transition, and increased business has come to the 
department in the two months that the change has been 
in effect. 

The layout of the department, while occupying more 
than two times the space of the former department, 
illustrates what colors can do to make a shoe depart- 
ment one of the most attractive features of a large 
department store. 

The Morehouse-Martens Co., which is one of the 
oldest and best established department stores of the 
Buckeye Capital, has always maintained a shoe de- 
partment for women’s and children’s footwear. V. C. 
Wene has been manager for the greater part of the 
time during the past twelve years and has built up a 
large clientele among the fashionable women of Co- 
lumbus.- Realizing that the department, located as it 
was in a far corner of the second floor, needed revamp- 
ing and enlarging, Mr. Wene sold the idea of using 
colors in the decorative scheme to the store manage- 
ment. 

A space about 75 by 60 feet, adjacent to the battery 
of elevators on the second floor, was assigned to the 
department, and Mr. Wene was told to go ahead with 
the layout and the decorations. Having the idea that 
colors should be used for decorative purposes, he de- 
signed the department, which today stands as one of 
the best arranged and most up-to-date shoe selling de- 
partments in the State. 

As shown in the accompanying sketch, the major part 
of the department was laid out in the form of a salon. 
Here settees, covered with cretonne in futuristic de- 
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"ie PUNCH 
Shoe Department 


| 
Paint, Applied to Common- 


place Fixtures, gives Co- 


lumbus Store’s Footwear 
Section a Modernistic Ap- 
pearance and Atmosphere 


signs were used to embellish the department and add a 
touch of vivid color to the entire scheme. Back of the 
settees were placed tables with artistic table lamps, with 
rather highly colored shades. The settees are used for 
fitting purposes and are generally the first chairs se- 
lected by a customer entering the department. 

Beautiful floor lamps are used to limit the depart- 
ment space, while wall and floor cases are used to good 
advantage in the entire decorative scheme. Jardiniers 
containing plants and flowers are placed at several 
places either on small tables or on artistically wrought 
flower stands in metal. 

The department had been supplied with a number of 
display tables, each of which were 12 feet in length. 
These were entirely too long for the new plan, and the 
tables were cut into three-foot lengths. Almost a dozen 
were placed at various locations in the department, the 
top for display of seasonal foot wear and novelties and 
the lower portion for the storage of stock. Each table 
will accommodate 100 pairs of shoes in a manner that 
makes the stock easily accessible and also out of the 
way. 

The wall cases, extending from the south wall of 
the room at right angles, are also used to carry out the 
decorative scheme. These cases were dressed up by 
adding a small glass case at the end exposed in which 
are placed shoes and accessories. The background of 
these cases is highly colored cretonne, with the futur- 
istic idea carried out. On top of these cases are the 
usual drab fans, which are always considered a neces- 
sary appurtenance, but a thing that cannot be made 
attractive. But here the color scheme was carried out 
by painting the fan blades with red, yellow and white 
paint, which even when notemoving are attractive. 
When the blades revolve rapidly a most pleasing ap- 
pearance is given. 

Samples of riding boots, shoes with striking effects 
and accessories are placed on the top of the wall cases. 

[TURN TO PAGE 37, PLEASE] 
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Snappy Sessions Held at 





[inois Convention 


Emphasis Placed on Stock Control and Other Merchandising Methods; 
Geuting Urges Higher Mark-Ups; Body Fails to Vote 
for Regional Affiliation 





sessions, a fair volume of 

shoe buying, a style 
show, illuminating discussions 
and an enjoyable entertain- 
ment program comprised the 
Fifteenth Annual Convention 
of the Illinois Shoe Retailers 
Association held June 18 to 20 
at the Hotel Pere-Marquette, 
Peoria. 

The convention did not vote 
to affiliate with other State 
conventions in the formation 
of a regional association. 

In his president’s address 
Frank P. Meyer, of Danville, 
said in part: 

“From now on, shoemen 
who would succeed must pay 
more attention to figures mathematical than to figures 
human. We want an information bureau to which our 
members may turn for help in all ways. I would also 
suggest an employment bureau. This is one of the most 
helpful adjuncts to successful shoe selling imaginable. 
Into this employment bureau may be sent the names of 
clerks who would like to make a change. ; 

“We would not find it impossible to establish a com- 
mon advertising bureau from which might be obtained 
a minimum cost the kind of advertising that experts 
write. It would also be possible to have sign writers 
along with the advertising departments.” 

National President Geuting telegraphed the follow- 
ing message: 

“My message to you is to cease competitive price 
war. Stress service above all else on a profitable basis 
regardless of price. It is immoral to do business un- 
successfully, or pursue business tactics of a cocktail 

nature that cannot produce a net return to yourselves. 
No bank nor manufacturer will continue credit on such 
basis. The road on which this method has been pursued 
is strewn with wrecks and failures. Present increasing 
costs will be sustained. No time like the present to 
change your entire price listing to meet above views. 
You will never lose business nor fail on this principle. A 
good progressive up-to-date shoe service store will never 
suffer from chain stores, department stores or cut price 
stores. Pay strict attention to your own business. 
Whatever method of distribution you have adopted, stick 
to it and let no other influence you to change. Give 


sb APPY, business-like ™ 


ville. 


Bloomington. 


Crawford, Peoria. 


Officers of the Illinois Shoe Retail- 
ers Association elected at the Peoria 
Convention this week are as follows: 


President—Frank P. Meyers, Dan- 


First Vice-President—John Rogers, 
Second Vice-President 
—Rudolph Huber, Peoria. 


Secretary - Treasurer — William J. 


All directors of the association were 
reelected without a change. 
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regional idea serious consid- 
eration. We want fewer but 
more efficient conventions, 
Greater attendance is neces- 
sary to attract and produce 
the educational advantages 
needed.” 

Two style show runs were 
staged with the following par- 
ticipants: E. P. Reed & Co, 
Wichert, Inc., Pedigo Weber 
Shoe Co., Pennant Shoe Co., 
Red Cross Shoes, Johnson, 
Stephens & Shinkle Shoe Co., 
Rice O’Neil Co., Thomas 
Mackey, Inc., Tweedie Foot- 
wear, Peacock Shoes, Inde- 
pendent Shoe Manufacturers, 
Freeman-Beddow Co., Selz, 
Schwab & Co., F. M. Hoyt 
Shoe Co., Hamilton Brown Shoe Co. 

The shoes modeled and the style discussion ably led 
by Lyle Abbott brought out expressions favoring brown 
and black suedes for fall wear, java brown kids, 
trimmed reptiles and patent leathers with a general 
acknowledgment that satins have more nearly found 
their true place in the style picture as a party shoe. 

In men’s shoes the custom last in the better grades 
and larger cities was reported on the increase with 
browns predominating over yellows in the tans, coupled 
with a deplorable drop in tan percentages. 

National Secretary Stone was the principal speaker 
at the Monday noon luncheon. Referring to the posi- 
tion of the independent shoe merchant he said that the 
chain stores are not going to gobble it up, neither are 
the manufacturers’ stores going to absorb the retail 
shoe business. Manufacturers should stick to their 
particular branch of the business and let the distribu- 
tion rest in the hands where it has so capably rested, 
he said. 

The Tuesday luncheon was characterized by an abun- 
dance of pep injected by S. C. Stokler, merchandise 
counselor of St. Louis, whose work for many years with 
the Grand Rapids Show Case Co., enabled him to pre- 
sent a wealth of information relative to stock control 
and the maintenance of merchandising units, which he 
graphically illustrated with charts. 

Retailers registering numbered sixty with some 
seventy lines of footwear displayed in the convention 
hotel. 
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trade mark, the pores. Look for these pores. Be cer- 
tain they are there. Be doubly certain they are there. 
In that way—and in that way alone—you are assuring 
yourself of the greatest possible footwear satisfac- 
tion.” 







On Men’s Shoes of Kidskin 


“These shoes are made of kid leather. When you 
put them on you will realize at last what kid leather 
can mean in your shoes and what kid shoes can mean 
in your life. Solid comfort from the very first step 
is now yours. It’s the kid leather that does it. 

“If you examine the shoes carefully you will see 
why. Notice these little pores in the leather? Only 
kid leather has those pores. Nature has placed them 
there for your solid benefit. For they permit your 
feet to ‘breathe.’ 

“By their peculiar construction, like an inverted 
funnel, they prevent the entrance of all dampness and 
cold in the winter and all heat and humidity in the 
summer. And at the same time they regulate the 
temperature of your feet, permitting all superfluous 
natural heat and moisture to leave the shoe, forever. 

“And it’s that very superfluous natural heat and 
moisture that causes tired, painful, swollen, uncom- 
fortable feet! But kid leather takes care of that. Like 
a living thing your kid shoe exhales and inhales—ex- 
hales the bad, inhales the good. Men, it’s a miracle! 
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Contest Helps # Sell 
More Shoes of Kid 


[CONTINUED FROM PAGE 30] 


serve their life. Indeed with proper care, kid leather 
will retain its good looks and give you far greater 
service for your money than anything else from which 
a shoe can be made. For the theory that the weight 
of leather is evidence of its strength and wearing 
qualities has been definitely dismissed. It is now easy 
enough to prove for yourself that kid shoes last and 
outlast! 

“When you buy your next pair of shoes, whether it 
be black or tan, high or low, sport or formal, ask for 
kid shoes. And then, when your feet click in, like 
a pool ball in the corner pocket, and you go around 
day by day, keep in mind always that you are wearing 
genuine kid shoes—a bowling strike on comfort, a 
home run on service, a royal flush on looks, and an 
Alabama seven on general-all-’round foot-joy. 

“Always ask for kid shoes by name and identify 
them when you get them by nature’s own trademark, 
the pores. Look for these pores.” 


Using Color to Give Punch 
to Shoe Department 


[CONTINUED FROM PAGE 35] 


The wall cases and tables are finished in walnut, which 
blends nicely with the high colors of the cretonne and 










“All you need to do here- 
after to be sure you will al- 
ways enjoy the advantages 
kid leather can give you, is 
to look for the pores in the 
leather before you buy a 
pair of shoes. If the pores 
are there and you are cor- 
rectly fitted, you will enjoy 
kid leather comfort—you 
will get around all day, 
without ever again giving 
a single irritable thought to 
the shoes on your feet. 

“And not only in com- 
fort, but in looks do kid 
shoes excel. When you 
wear kid shoes you can do 
so with the perfect confi- 
dence that you are correct- 
ly, as well as sensibly shod, 
for kid leather is invari- 
ably used in the finest prod- 
ucts of master shoe crafts- 
men. A kid shoe is always 
as good looking as a thor- 
oughbred shoe can ever be. 

“Have those shoes shined 
frequently—it will pre- 
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They Want to K now 


Merchants ask us where to buy shoes and 
other merchandise. In this space we list 
the following typical inquiries: 

H-1202 Wants Deauville Sandals to retail $5 and 


H-1203 Wants wooden soled shoes. 

H-1204 Wants men’s novelty shoes to retail $6.50 
and $7. 

H-1205 Wants women’s novelty turns to retail $6. 

H-1206 Wants women’s novelties retailing $3 to $6. 

H-1207 Wants women’s novelties costing $2.25 to 
$3.50. 

H-1208 Wants men’s open work sandals. 

H-1209 Wants men’s heavy type arch support 
shoes. 

H-1210 Wants women’s novelties to retail $5, $6, 
$7.50. 


Interested parties may have naines on re- 
quest to Information Department, Boot 
and Shoe Recorder, 207 South St., Boston, 
Mass. 
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the light tan of the walls 
of the room. 

Space in the wall cases 
and the compartments 
under the display tables is 
sufficient for the storage of 
3000 pairs of shoes, still 
there is none of the stock 
that is flashed upon the 
eyes of the customer. The 
shoes are easily reached by 
the salespersons and are 
so arranged that each clerk 
can know the stock with 
the least amount of trouble. 

The department was 
moved about April 1 and 
was ready for business 
upon the occasion of a for- 
mal opening after a reor- 
ganization of the _ store 
management. Since that 
time sales have shown a 
very satisfactory increase 
in every way, and Mr. 
Wene believes that this is 
due to the new arrange- 
ment and the accessibility 
of the department. 
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Beauty alone does not make a 
patent leather on which your 
store can build a chain of reg- 


ularly repeating cus- 
tomers. 

No more beautiful pat- 
ent. leather can be 
found than MAXIMUS 
—but in addition — 


/- 


MAXIMUS <x | 
Na) 


lv 
\/ 
xi 
! 
! 
\ — 


note these features that make 
customers want it again in 
their shoes: 


1. It is unusually com- 
fortable — because of 
its extremely light and 
elastic finish it is most 
unusually flexible and 
foot conforming. 
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IS NO FINER [Pp 


J.R. EVANS & COMPANEAMp 


““Standardize "vans 
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2. It is not likely to draw the 
feet as some patent leather is 
accustomed to do. Due to the 
very light coating we give it, 
MAXIMUS is made as 

free from penetration 

that seals the pores as 

is possible. 

MAXIMUS gives the 


feet a chance to breathe 


AMDEN, NEW JERSEY 
vans Brands’’ 


whereas a heavy filler abso- 

lutely closes the pores of the 

leather. 

Consider well these most im- 
portant facts in plac- 
ing your orders—and 
choose MAXIMUS. 
There is no finer pat- 
ent leather. 
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to ten feet away; 


Tear off and Mail This Coupon 


BOOT & SHOE RECORDER 
189 W. Madison St., Chicago 


Please send the RECORDER SHOW CARD “Sell- 
ing Messages” Service for one year, consisting of 
eight new cards each month, and four polychrome 
art easels with the first month's service, beginning 
with cards for July, for which we will pay $48.00, 
payable $4.00 per month. 


$45.60 per year if paid in advance 


We prefer the (silver) (gold) easels. 


We sell men’s, women's, children's shoes and 
hosiery. 
(Cross out lines not carried.) 


We want the following initials on easels: 


eee | 


(Not more than two; if hyphenated, 
so indicate.) 
Owner 


eee eee eee eee eee eee eee eee eee ee 


PRR eee H ERE H EEE ES 


eer eee eee eee ee eee eee eee eee ee ee 
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“Proof of the 
Puddin’”’ 


from a Pennsylvania merchant: 






“Just received your June 
service and beg to say that 
these are the prettiest cards 
I ever saw. I am well 
pleased with the service and 
the way the cards are made 
up and have had a lot of 
people comment’ on the 
pretty window displays. 
There is only one secret, 
the cards.” 





MESSAGES 


This Is What You Receive 


E looked a long time before we selected the beautiful 
polychrome two-toned easels which are a part of this 
These bases neatly present the cards at proper 


service. 
reading angle. 
Eight cards per month. Shape, 


month, similar to those reproduced above. 
One hundred price tickets to harmonize with the cards each 


month. a : 
Four (4) Art Easel Bases with store initial, sent with first 


month’s shipment of cards. 
SINGLE CARDS 75c 


of any text selected from monthly 
service, which includes: 


2 Men's 3 Women's 
1 Style 1 Hosiery 
1 Quality: 1 Children’s 


Orders accepted only from towns in 
which our monthly service does not 


go. 


gap For men’s exclusive shops, special assortment of cards is offered 


RECORDER SHOW CARD DEPT. 


189 W. MADISON STREET 


Colorful—Smart—Effective 


RECORDER Window Cards help you to pull in customers 
thereby helping you sell more shoes 
RECORDER CARDS are of a different design and color each month; 
—they are more adaptable to the average shoe merchant’s needs; 
—they are just the right size to attract attention and are easily read six 


—they do not hide the shoes, neither too tall nor wide; 
—price tickets each month harmonize in color with the cards. 












design and color different each 


$ A .00 


Per 
Month 








CHICAGO, ILLINOIS 
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MADE WITH 


BARBOUR S1tvutieu.s WELT 


THE 
JONN Ren 
Set, HOE 


NEWARK, N. J. 


¢e ° °° ° . . . . 
When ‘service rings the cash bell—it is time to incorpo- 


rate it in your store. 


Every time you sell a pair of shoes—you automatically pre- 
, e ° ‘ + 

pare the customer's mind for the natural question, “Don't 

you want a pair of trees for those shoes, sir (or madame) ?’ 


No customer can take offence at an effort to make shoes 
last longer and look better. Most customers, thus re- 


minded, buy trees quite regularly. 


And every tree sold is an easy, extra profit—especially if it 


is a sale of ““Bete’’ or ““Pack Flat’’ Miller Trees. 


O. A. MILLER TREEING MACHINE 
COMPANY 


BROCKTON, MASSACHUSETTS 
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UNITED CUSHIONS 


THE TIGHT EDGES 
KEEP THE CINDERS OUT 


LONG WEARING 
TOO/ 


ulh¥enp 


CUSHION 
HEELS k tak fre 


- 
United Shoe Machinery Corporation 


BOSTON, MASSACHUSETTS 
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For the Conservative: 
Style No. 664 
Built on the “City Last” 
Flexible Toes—Goodyear Heels 


| : — = — fe Style No. 64 





x f * E ae =) at Same as above in Brown—tan velo 
ae y : se j 

~ es - IN STOCK 

con. 5 Sa A ee < Widths A, B, C, D. 

ahaa! “Z oo ae . . ; $3.50 

a +3 i a 2% 20 days. 
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NATIONALLY ADVERTISED 


3 Long a national advertiser, the Ault- William: 
= bg son Shoe Company leads again by adopting 
a program of full color pages in_ leading 

A Foot of Comfort Means P ‘ . ‘ ; 
Miles of Happiness women’s magazines during 1928. This 1 
Bos; usin America’s only women’s shoe campaign in ful 
color—and it is read by the women who buy 


The Week Oftor The fourth shoes in your town. 


HOTEL STATLER JULY 9-I0-I! 


CONSTANT COMFORT & 
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in the turn shoe field 


No. 182—Four eye cut-out tie of 
black Ruby kid, 13/8 rubber heel. 
In stock at Auburn and St. Louis. 


Price $2.75 


No. 107—Three button cut-out 
pump of black Ruby kid, imitation 
tip, 18/8 rubber heel. In stock at 
Auburn and St. Louis. 


Price $2.75 


No. 513—Three button bar cut-out 
pump of b'ack Ruby kid, 13/8 
rubber heel. In stock at Auburn 
and St. Louis. 


Price $2.75 


A-W leads the field 
in women’s semi-dress ‘Turn shoes to 
retail at $4.00, $5.00 and $6.00. 


Not only in volume of production, 
but in quality of materials are Con- 
stant Comfort and Constant Style 
shoes leaders in their price range, 
while the adoption of improved 
methods of shoemaking and use of 
co-ordinated lasts and patterns in- 
sure better fitting shoes than ever. 


Our aim is not only to make more 
shoes but to make them better. A-W 
quality never changes except to im- 
prove. Large production and special- 
ization permit volume purchases of 
leather which have resulted in the use 
of higher grade leathers than used a 
year ago, in spite of advancing prices 
in the raw material markets. 


There is only one sound basis on 
which leadership can be built—su- 
perior merchandise, strict adherence 
to fundamental principles of co- 
operation and fair dealings with cus- 
tomer and consuming public. There 
is profit for retail merchants in a line 
of shoes built on this basis. 


AULT-WILLIAMSON SHOE Co. 
Turn Shoe Specialists 
Factory and Eastern Sales Division: Auburn, Maine 


éntral, Western and Southern Sales Division: 
416 North 12th Street, St. Louis, Missouri 


No. 608—Two strap cut-out pump 
of black Ruby kid, 10/8 rubber heel. 
In stock at Auburn and St. Louis. 


Price $2.75 


No. 408—Two button one strap 
pump with cut-outs. Black Ruby 
kid, 12/8 rubber heel. In stock at 
Auburn and St. Louis. 


Price $2.75 


No. 505—Cut-out one strap pump, 


plain toe. Black Ruby kid, with 
14/8 rubber heel. In stock at 
Auburn and St. Louis. 

Price $2.75 


CONSTANT STY(E Shoes 
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Do You Know Wilbur Coon Shoes? 
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Do you realize that— _ 


ae one Majesti 
it is one of a very few specialty lines operating on a 100% In Stock headgu 
. Mr. Pa 
basis; pers an 
. ‘ ean id Novelty 

that the line has become so extensive in its scope that a number of jine of 


° ° ° i mn, in | 
retailers are conducting exclusive Wilbur Coon stores; “ 


that the line is Nationally advertised in the Ladies’ Home Journal 
and Good Housekeeping; 


that it includes every size from 1 to 12—every width from AAAA 
to EEEEE; 


that the shoes are really good shoes, retailing at $8.00 to $10.00, 
@. 
with a few at $11.00; 








that the shoes are remarkably good fitting shoes, so much so that 
46 e * 6é e 99 

Wilbur Coon Shoes and Fit have become synonymous; - 
that the W. B. Coon Co. is a house you will enjoy doing business a 
with; while it cannot always agree with, it can at least recognize the The Ir 
’ . + t ’ 
other fellow s viewpoint. Oklahor 
Just as 
| , v him, to 
Perhaps you already know the Coon line and Coon policies. A 
in by a 
| Then again you may think of us only in terms of Outsizes or Odd 7 
‘ tagon 1 
Sizes. ~ 


This advertisement is directed to both groups. 


There are still openings, in certain localities, for good merchants who 
will carry Wilbur Coon Shoes right, and fit feet conscientiously. 


A letter addressed to us will place you in touch with the salesman 
representing us in your territory. 





(Photo by 
Walter 


Intersta 
bridge | 
fourth | 






Respc 
son whe 
flows t 
Elbert. . 





I~ 37 Canal-St., Rochester, N. Y. 
Chicago Office: 189 W. Madison St. = 
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National Shoe Travelers’ Association Headquarters Now Permanently 
Established on Fourth Floor, Statler Building, Boston. 
“Welcome” Sign Hung Out to V: isiting Trade 


RANK J. PARTRIDGE, JR., who 

formerly had headquarters at the 
Majestic Hotel, Chicago, now makes his 
headquarters at the Sherman House. 
Mr. Partridge sells the comfort slip- 
pers and boudoirs made by The Triple 
Novelty Co., as well as the turn shoe 
line of Martin Weinstein Co. of Brook- 
lyn, in territory from Pittsburgh, west. 


E. BITT- 
¢ NER, bet- 
ter known as 
“Bit” te his 
friends, is another 
Babe Ruth when 
it comes to “swat- 
ting home runs.” 
In “Bitt’s” case, 
however, he makes 
“a circuit wallop” 
in most every 
town he stops in 
when he presents 
his latest Drew 
Arch Rest sam- 
ples. “Bitt” is now in his territory re- 
porting fine business. He represents 
The Irving Drew Company of Ports- 
mouth, Ohio, in Southern Illinois, all of 
Oklahoma, Arkansas and _ Louisiana. 
Just ask him, the next time you meet 
him, to see that new watch he is sport- 
ing As the winner in a recently con- 
ducted nation-wide contest participated 
in by all Drew Arch Rest salesmen, he 
fnished in first place. Consequently 
he is wearing a white gold Gruen pen- 
tagon watch, in an exclusive pattern, 
appropriately engraved. 


W. E. Bittner 


ALTER L. 


BRIGGS, 
one of the “live- 
wire” producers 
for The Interstate 
Shoe Co., is now 
planning to spend 
three weeks out of 
every four in New 
York City. He 
put this policy into 
practice with June 
1. Mr. Rit _ 
esta ishe 

ped ae ep his headquarters 

“Ane at the office of The 
Interstate Shoe Co.—namely, the Mar- 
bridge Building, Broadway at Thirty- 
fourth Street. 


Responsibilities gravitate to the per- 
son who can shoulder them, and Power 
fows to the man who knows how.— 
Elbert Hubbard. 


By HELEN M. HANEY 


HE members of the Baltimore As- 

sociation of Traveling Shoe Sales- 
men are planning for their annual out- 
ing, which is tentatively scheduled for 
July. The committee are already at 
work to make this a most enjoyable 
outdoor trade social. 


OL PEISER, the genial secretary of 

the Pacific Coast Shoe Travelers’ 
Association, has recently been ap- 
pointed by Governor C. C. Young as 
notary public. 





N. S&S. T. A. PERMANENT 
HEADQUARTERS NOW AT 
STATLER HOTEL, BOSTON 


Commencing with next Monday, 
June 23, the National Shoe Trav- 
elers’ Association will be perma- 
nently established in its “new 
home” on the fourth floor of the 
Statler Building. Secretary T. A. 
Delany feels that this move is 
most desirable, and especially so 
during the many trade activities 
in connection with Boston Shoe 
and Leather Fair Week—July 
9-11. Secretary Delany invites 
all members of the trade visiting 
Boston to make the new N. S. T 
A. offices their headquarters. 











Cena AULT, president and 
treasurer of the Ault-Williamson 
Shoe Co. of Auburn, Me., and St. 
Louis, recently called a between-sea- 
sons conference of sales executives of 
the company at the Hotel Jefferson, 
St. Louis. Such conferences are in ad- 
dition to the annual sales conferences 
at Poland Springs, Me., which the en- 
tire personnel attends. They are called 
frequently, to keep the officers of the 
company in. close touch with retail con- 
ditions and opinions which concern the 
plans and policies of the A-W company. 
Present at this conference were Charles 
Ault, L. B. Shackford and R. P. Booth- 
by, Eastern and Western vice-presi- 
dents; A. D. Estabrook, Western sales 
manager; A. G. Plett and Ralph C. 
Moulton of the Western division office; 
A. H. Kenyon and E. C. Whittemore of 
The Kenyon Co., advertising counsel 
for A-W; and district managers O. L. 
Rappleye, James T. Carroll, Gordon 
McDaniel and Ross T. Bowman. The 
district managers are in constant touch 
with the retail shoe merchants of their 
respective districts, both personally 
and through the national organization 
of salesmen, and thoroughly know and 


appreciate their problems. They pre- 
sented many new ideas and trends for 
the consideration of the conference. 
Two days and evenings were spent in 
discussion of old and new plans and 
policies. Suggestions and criticisms 
are now being studied with a view to 
improving wherever possible the Ault- 
Williamson Shoe Co.’s service to its 
customers. 


MONG the big 

boys who 
travel the North- 
west and lowa 
these days, Otis R. 
Brundage stands 
out as a real “go- 
getter.” Otis was 
“very much in the 
go” at the Iowa 
Shoe Retailers con- 
vention in Des 
Moines June 11, 12 
and 13, and re- 
ported a nice Arch 
Rest business to 
his house, The Irving Drew Company, 
of Portsmouth, Ohio. He travels north- 
ern Iowa, southeastern South Dakota, 
and central and southern Minnesota. 
In a recent nation-wide sales contest 
participated in by all Drew Arch Rest 
salesmen, Mr. Brundage came in sec- 
ond, barely losing out as the leader. 
His faithful wife at home with the kid- 
dies in Waterloo, Iowa, was very well 
pleased with “hubby” winning second 
prize, for she is proudly adorned with 
a beautiful white gold Gruen pentagon 
wrist watch as the result. Mr. Brun- 
dage reports a marked tendency among 
his trade to buy for early fall at this 
time, and is booking some mighty fine 
orders. 


Ss. OVER- 

¢ TON rep- 
resents the Alfred 
J. Sweet Co. divi- 
sion of the United 
States Shoe Co. in 
Northern Califor- 
nia. Mr. Overton 
has a host of 
friends among the 
trade of the “west- 
ernmost” coast of 
the country, from 
his long experience 
in covering that 
section. It is re- 
ported by Sales Manager C. E. Heckel 
that Mr. Overton and the other mem- 
bers of the selling force under his su- 
pervision are sending in a good volume 


Otis R. Brundage 


W. S. Overton 
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Upy are only as old 


as your feet 


1O look and act must have the spirit of 
Ty. Ring There no edit 






: youth—you must 

for a body that has ness and vivacity, buoyancy 
| vitality. 
: Tired, worn nerves make tired, worni men and women. 
One of the two principal causes of nese Coat, 

‘| doctor’s-say, are the feet. Achin feet dissipate vitality, make you half sick most 

1 of che tiff and much older: ing than you are. 

‘ You can stop this constant drain of nervous energy. It is very simple, easy 

and car And it will life years from your face and your walk-—truly make you 

] young again. 

Fer real foot health, massage your feet with Dr. Scholl’s Foot Balm. Ie puts 
new life, and endurance in them. Gives you 

comfort from moment you start using it. 

It insures a day of comfort on your feet. You can 
stand, walk or work hours—go through your daly tasks 
without a murmur from your feet. You will j 
BUD.) long walks, hikes, golf, play tennis or 

dance to your heart's content. 

Even after a hard-day or evening on 
yous fat, when Sony SN ond wii, 

rably, you get quick, grate! relief, 

ing you to resume active use of 


enabl 

our feet hours | without 
ion et hues Oars Foor in y 
Ba a cooling, soothing emollient of remark- fy 
~ | able curative, revitalizing and pain-allaying properties. 
© | Ie stimulates the skin...opens the pores...removes im- 
| | purities...tones up the muscles and tissues. 
oe Instantly stops burning sensations, aches and pain, soreness and 
_ > | tenderness. Quiets corns, callouses and bunions. Dispels foot odors. 
Ry: At all drug, shoe and dept. stores —35¢ per jar. For generous 
> | free sample, mail coupon below. 
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Made in the Me 
‘World's Largest Manufacturers of Arch Supports, 
Foot Comfort Appliances 




















© 1928, by The Scholl Mfg. Co., Inc. 
L records in sal oa 
es for Dr. Scholl’s Fo i 
” ” ot Feature it now in i — 
oe are being smashed since our bigad- _ your counters — ee at the 
ert sing program on this remarkable comfort- ; The sal 
giving foot remedy has gotten under way. a 
Dr. Scholl’s Foot Balm has received a Dr S v booked 
eo share of the $1,250,000 which we _ Cc Oo S . 
: a expending this year in local and national on this 
A vertising on Dr. Scholl’s Foot Comfort cmap 
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of business and that he believes trade 
had by real “go-getters.” 







. McManus, formerly with .Marshall, 
Meadows & Stewart, Inc., who will 
cover central Pennsylvania, which ter- 
ritory he knows thoroughly, and N. W. 
Violette, formerly with the Ault-Wil- 
jiamson Shoe Co., who will travel 
Washington, Oregon, northwest Idaho 
and Montana. He has covered this 
section of the land for the past six 



















HE Boston Shoe Travelers’ Asso- 
ciation has extended to all of the 
members of the N. S. T. A. Board of 
Governors an invitation to be its guests 
during Boston Shoe and Leather Fair 
Week, July 9-11. A group of traveling 
shoe salesmen from the B. S. T. A. are 
serving under National Secretary T. 
A. Delany, chairman of registration, 
and these men will act as hosts to the 
other N. S. T. A. members. President 
Homer H. Beals has signified his inten- 
tion to meet in conference with the 
chairmen of the various N. S. T. A. 
groups at the Statler during the week 
after the Fourth. 


OUNCILMAN JOHN J. WHALEN, 

who represents the E. J. Givren 
Shoe Co. of Brockton, Mass., in the big 
cities of the country, commencing with 
Worcester, Mass., through to New 
York City, Baltimore, Washington, and 
parts of his old territory which he cov- 
ered for many years for Preston B. 
Keith Co., and other houses in the 
trade, was toastmaster and speaker at 
the recently held annual banquet of St. 
Patrick’s School Alumni, Brockton. 
More than 300 were in attendance, in- 
cluding church, state and city officials. 







































A E. PATTON, traveling salesman 
« for the Western Shoe Co. of To- 
ledo, residing at 259 East Long Street, 
Columbus, died at the wheel of his au- 
tomobile near Marion, Ohio, June 5. A 
Marion policeman following in a car 
noticed Mr. Patton’s machine running 













colliding with a tree. Upon investiga- 
tion the officer found that Mr. Patton 
was dead. Heart trouble is given as 
the cause. The deceased was 55 years 
of age and had been a shoe salesman 
for the past 30 years.—(UTPS) 





HE Bob Smart Shoe Co. of Mil- 

waukee recently held an interest- 
ing and enthusiastic sales convention 
at the Hotel Schroeder, Milwaukee. 
The salesforce of the Bob Smart Shoe 
Co. are all live wires and reported a 
big percentage of increased business 
booked this year over the corresponding 
period of 1927. A look at the faces of 
the aggregation of “go-getters” shown 
on this page denote that determination, 
service and “It” are written on every 
“map” in the company. No wonder 
there’s a smile that “won’t come off” 
on the features of Managing Director 
George P. Utley and Sales Manager 
Ray Baumgarner. There’s not a scowl 
in the crowd. These Bob Smart Shoe 
Co. “go-getters” say that this season’s 
experience meeting, with the new fall 
samples in hand, starts them off with a 
lot of new ideas and -t-e-a-m. 









Lov BROWN, popular and veteran 
~ shoe traveler of the Central West, 
18 spending several weeks at the Ritz- 





wild and coming to a sudden stop by. 





YOU SELL YOUR MAN OR 
HE SELLS YOU 


(From The Martha Washington 
Merchandiser) 


Did you know that at every in- 
terview made by you a sale is 
made? You either sell your man 
or he sells you. No buyer will 
throw his arms about you and 
state, “I have been waiting to 
give you an order.” 

“Business is punk; this is vaca- 
tion month.” If you believe that 
and come back next month, it will 
then be a month of sales and sea- 
son’s clean ups. In December it 
is “Wait until after Jan. 1.” Then 
it is “Wait until we finish our in- 
ventory and another sale.” 

As long as alibis are always 
with us, it’s a case of selling the 
buyer and not letting him sell 
you. If some salesman cashed in 
on the promises made them by 
most buyers we and other manu- 
facturers would be forced to 
double our capacity. 











Carlton Hotel, Atlantic City, recuper- 
ating from an unpleasant experience in 
New York City. While crossing a 
crowded thoroughfare Mr. Brown was 
struck by a taxi and sustained a frac- 
ture of the skull from the attendant 
fall. Mr. Brown writes that he suffers 
no permanent injury—news most wel- 
come to unnumbered friends in all 
branches of the industry. 


jan F. POWERS, who represents 
the Bradley-Goodrich Co. of Haver- 
hill, Mass., recently started on a few 
weeks’ trip to Pittsburgh and the Mid- 
dle West. Mr. Powers will return to 
Boston in time to greet his many 
friend-customers at the Boston Shoe 
and Leather Fair of July 9-11. He 
reports that he is selling many num- 
bers in patent leather with colored 
water snake trims, in heels ranging 
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from 14/8 to 21/8; also men’s turn slip- 
pers in new patterns and materials 
which are being bought by high grade 
stores, he says, to “snap up” the busi- 
ness and dress shoe line and as a part 
of a gentleman’s lounging, or smok- 
ing apparel, ensemble, slippers being 
matched to pajamas and _ bathrobes. 
For instance, genuine python and pow- 
der-puff blue combinations, black and 
lavender, red Java lizard with lipstick 
red trim; Briarwood salf, to match 
briarwood pipes; genuine snake, shark- 
skin and Indian buffalo. “The gay col- 
crs and quality appeal to men buyers,” 
Mr. Powers stated. 





H M. RUNLETT, assisted by Daniel 
e L. Mayer, will be in charge of 
the new Interstate Shoe Co.’s sample 
and salesroom which opened on June 
15 in the Marbridge Building, Broad- 
way at Thirty-fourth Street, New 
York City. Harry Runlett has been 
affiliated with A. M. Creighton for the 
past fourteen years, and is one of the 
most popular salesmen in the Greater 
New York territory. He has a host of 
friends who are wishing him well in 
his recent Interstate Shoe Co. connec- 
tion. 


ILLY ST. LOUIS, who sells the C. 
E. Chase & Co.’s line, as well as 
“Billy St. Louis specialties,” which he 
describes as “women’s novelty shoes 
which are a little different,” has head- 
quarters at 215 Essex Street, Boston, 
and expects a large number of buyer- 
visitors from the South during the 
days of the Boston Shoe and Leather 
Fair Week. Billy also covers the large 
cities south of New England—such as 
Baltimore, Washington and Philadel- 
phia. He reports trade as fair, with 
an increase in business anticipated with 
the real summer weather. Billy has a 
son, Billy, Jr., also a junior at Dart- 
mouth College, who recently made a 
visit to “Dad” en route to a job as 
porter at a New Hampshire hotel for 
the summer. Billy is a big fellow, not 
only in size but in his studies. 













































Here are some of the “Go-Getter” conferees at the recently held sales 


“meet” of The Bob Smart Shoe Co., “pulled off” at Hotel Schroeder, 


Milwaukee. 


Reading, left to right, 
signer; R. Z. McKinley; Geo. P. 
Davis; Mr. Pliskow; G. A. Thompson. 


rst row—H. A. Unke, style de- 
tley, managing director; D. D. 
Second row—F. Clark; D. B. 


Mays; F. Florentino; W. B. Weems; Ray Baumgarner, sales man- 
ager; W. B. Kerich; Sam Phillips; Y. M. Ellis; A. E. Koecher, fac- 
tory superintendent; P. J. Dionne, office manager; Fred Moritz, sales 


advisor. 


Third row—Tage Greenberg, W. J. O’Rourke, Sidney Witt. 
J. W. Sallen. 
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Start Made to Reorganize 
Michigan State Association 


Initial Meeting on June 
14; Another to Be 
Held June 26 


Detroit, MicH.—Shoe merchants of 
Detroit and traveling salesmen cover- 
ing Michigan and adjoining States at- 
tended a dinner at Hotel Detroit- 
Leland, Friday evening, June 14, to dis- 
cuss ways and means for reorganizing 
State associations of both shoe retail- 
ers and travelers in the “Wolverine” 
State. 

Some thirty merchants at other 
points in Michigan had expressed an 
interest in the meeting prior to the 
date of assembling, but the only out- 
side merchant in attendance was Elwyn 
Pond, one of the first presidents of the 
old State association. Mr. Pond was 
one of the speakers of the evening and 
expressed his conviction that the time 
has arrived to reestablish or rejuvenate 
the old organization, and thereby cre- 
ate a friendly feeling in the trade. 

M. A. Mittleman, president of the 
Detroit Shoe Retailers Association, 
demonstrated his ability as a presiding 
officer and at the meeting’s close was 
entrusted with the authority to call 
another meeting on June 26, when the 
subject of reestablishing the State as- 
sociation will again be discussed pre- 
paratory to an effort in the fall to 
arouse sufficient interest throughout 
the State to organize a Michigan local. 

Secretary Stone of the “National” 
association was the principal speaker 
of the evening. He complimented De- 
troit retailers on their accomplishments 
and recalled that the old Michigan as- 
sociation had been the first of the 
State associations of shoe retailers. In 
connection with outlining the efforts of 
the N. S. R. A. to merge State associa- 
tions into some nine regional associa- 
tions, Mr. Stone stated that it is the 
underlying intention to employ a full- 
time secretary to serve each regional 
association, and thereby improve the 
welfare of the trade as a whole in 
every one of these districts. 

At the request of President Mittel- 
man, of the Detroit retailers, Mr. Stone 
described the effective work accom- 
plished some years ago by the Boston 
shoe retailers in educational lines ac- 
quainting the sales people of Boston 
shoe stores with the details of leather 
production, shoe manufacture and the 
necessity for store service, correct cus- 
tomer approach and other phases of 
shoe selling. 

Charles W. Evans, former president 


High School Students 
Now Lacquering Shoe 





MINNEAPOLIS, MINN. (UTPS) 
| —West High School girls have 
started a fad in Minneapolis, 
Minn., of lacquering their shoes 
to match costumes. This fad is 
mag wy | to all the high schools 
and the boys have taken up the 
craze. One girl reported she had 
painted her shoes nine different 
colors. The boy who pioneered 
among the male sex tried red as 
a starter. 











of the National Shoe Travelers Asso- 
ciation, spoke from the travelers’ side 
of the organization work in the shoe 
trade, announcing with pride that the 
travelers’ national association now 
numbers three times as many members 
as the National Shoe Retailers Asso- 
ciation. 

Mr. Evans described the very effi- 
cient organization work accomplished 
by the travelers of the Southwest, and 
recommended the Michigan shoe sales- 
men to study the methods of the South- 
western body. 

“T recently received,” said Mr. Evans, 


manufacturers national association to 
the effect that resolutions have passed 
the directors of that organization ex- 
pressing the wish that the State and 
regional conventions of retailers here- 
after be held without the attendance 
of travelers displaying their sample 
lines, and that the gatherings of the 
trade be hereafter restricted to two 
big gatherings per year, under joint 
auspices of the trade’s several associa- 
tions. 

“The manufacturers,” continued Mr. 
Evans, “have never asked anyone to 
fight their battles, and I believe the 
retailers will take the same stand, and 
know the shoe travelers will act accord- 
ingly.” 

Brief talks were made by several 
members of the trade. The half hun- 
dred diners extended a splendid ova- 
tion when President Mittelman- intro- 
duced Manager “Al” Day, of C. H. 
Fyffe’s big store. Elmer Wilson, for- 


mer president of the old Michigan as- 
sociation of retailers, pledged his sup- 
port to any new body which may be 
formed. Clyde Taylor, the hard work- 








ing secretary of the Detroit retailers, 
appreciation 


expressed his of the 


“notification from the secretary of the | 


| 
| trade’s turnout and drew attention to 
| the fact that fully half of those pres- 
ent were traveling shoe salesmen. James 
| Ertell, the Detroit shoe retailer, re- 
| called some of the experiences of the 
| days when he presided over the Michi- 
| gan retailers association, and optimis- 


: | tically predicted good times for the re- 
_ | tail trade with the rehabilitation of the 
- | State organization. 





Retail Stores 
Need Better 


Salesmanship 


Says Manager in Address to 





Advertising Men 


RocHESTER, N. Y. (UTPS)—Better 
salesmanship is needed in retail mer- 


| chandising, Harold Messenger, adver- 
| tising manager of the A. R. Nettleton 
| Shoe Company, Syracuse, declared in 





an address recently at the silver jubilee 
convention of the Advertising Affilia- 
tion. 

Retail sales forces need to be given 
more interest in their work, Mr. Mes- 
senger declared, and suggested as some 
of the means for accomplishing this 
purpose, bonuses or a partnership or 
stock interest basis. Whatever method 
is used, he said, it should be one that 
will bring about a closer relationship 
between the clerk volume of sales and 
his income. 

“In retail sales forces, in my opinion, 
is where most merchandising programs 
fail, if they fail at all,” he said. “The 
indifference of many retail salesmen 
today is really pathetic. There are 
exceptions, of course, but generally 
speaking, the average modern retail 
clerk has not kept pace with the times. 

“Relentlessly we have been swept 
into a period of keen competition, in 
which we face the fast changing buy- 


ing habits of mankind. Methods of 
selling, once well established, have 
undergone complete revisions. New 


ideas, new mediums, new products, new 
customs, new habits, new desires are 
shrieking for attention on every side.” 

Mr. Messenger told of stores in New 
York that have almost entirely elim- 
inated the store atmosphere. He de- 
scribed how in one men’s apparel shop, 
the customer entered what appeared to 
be a very attractive living room. 
Comfortable chairs were placed about 
an open hearth and after the customer 
had been seated the goods were brought 
to him. This the speaker said was 
the last word in the new ideas of mer- 
chandising and is already being carried 
out in several of the newer shoe stores 
in Rochester. 
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WE -STAND:ON- UNITED -STATES - LEATHER 


F. Archibald, Inc. 
C. W. Arnold & Co. Corp. 
Bacheller & Broad, Inc. 
Condon Cut Sole Co. 
Conry Leather Co. 
C. G. Ellis, Inc. 

I T is significant that the soles of those T. F. Fitzgerald Co. 

; Glynn & Burchell 
lines of footwear which are famous for C 8 Gentine. 


adily maintained quality and sound A. K. Goldman Co. 
—- 4 7 Y H. Goldman & Sons, Inc. 


profit—are cut from “Company Wen. Gielen &t Co. 
Leather.” These sole cutters supply Hilliard & Merrill Company 
C. H. Horne & Co., Inc. 
them. Howe & Fenlon 
H. F. Hussey 
Wm. Johnson & Co. 
Kistler, Lesh & Co., Inc. 
J. L. Libbey & Son 
Jas. Moss 
P. J. Nangle & Co. 
C. L. Stevens & Co. 
J. H. Sellman Co. 
Stephenson & Osborne 
Watson Cut Sole Co. 
Way Leather Co., Inc. 
Wilkinson & Reger 
Williams Cut Sole Co. 
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Warm Weather in Boston 
Stirs White Demand 


Boston, Mass.—The warm weather 
of the past week has created a demand 
for white shoes. Among the favorites in 
women’s models are the one-straps and 
center straps, as well as the high- 
grade woven sandals with and without 
crepe soles. Plain white satin shoes 
and white brocaded satin shoes are sell- 
ing for bridal parties; the bridesmaids 
are ordering their shoes dyed. There 
is usually an extra charge made for 
this work, and many white shoes are 
sent out of the store for dyeing, al- 
though other merchants have a color 
“kit” at the repair rooms or findings’ 
sections of their stores and do the dye- 
ing on their own premises. 

Woven straw shoes for women in a 
variety of light color combinations are 
selling well in sandal patterns. Sport 
windows continue to feature new mod- 
els for men, as well as for women and 
children. Black and white trims are 
appearing in men’s showings, these 
styles being segregated with black and 
white sport hosiery, and sometimes 
with black and white sports stockings 
that carry with them a dash of red or 
powder blue. One high-grade, exclu- 
sive shoe store catering extensively to 
children always sees to it that there is 
an attractive window arranged with 
shoes and hosiery for the little folk, in 
which play sandals are just now fea- 
tured strongly. 

Blue kid shoes are retaining their 
popularity, especially in the higher 
grades. Colorful rubber bathing shoe 
numbers and gay beach sandals, many 
times shown beside the new rubber rep- 
tile water toys, are attractively ar- 
ranged and have sold well, especially 
during the two exceedingly warm days 
of the past week. Among the good 
selling numbers in hosiery are fancy 
sports for men; fish net and lace de- 
signs in lisle sports stockings for 
women, in tan and white; pineapple 
weave silk stockings in a variety of 
light shades, in addition to the popu- 
lar chiffons, silk to the top, with picot 
edge, all in a wide range of light 
shades. 


Store Now Air Cooled 


Houston, Tex. (UTPS)—Chandlers 
of Houston has introduced a new fea- 
ture in shoe stores for the Southwest 
when they completed the installation 
of a new air-cooling system within 
their store. This cooling and ventilat- 
ing system affords a continuous supply 
of cool pure washed air that insures a 
pleasant retreat from the outside heat. 

With the addition of this modern 
shoe store equipment, Chandlers can 
offer the shopper the same restful sur- 
roundings and cool atmosphere that she 
finds in her favorite theater, according 
to J. Leon, manager of the store. 


New Nettleton Manager 


Boston, Mass.—A. E. Mercier, for- 
merly of the Nettleton, Madison Ave- 
nue, New York City, store, has recent- 
ly succeeded Frank J. Casey as mana- 
ger of the local Nettleton shop. Mr. 
Casey is now the men’s shoe buyer at 
The Thayer McNeil Co. 





Clapp Kearney Street Store Remodeled 


The Edwin Clapp Shoe Store on Kearney Street, San Francisco, was 


recently enlarged and remodeled. 


A “snapshot” is shown herewith. 


The entire front is of black Belgian marble, with windows recessed 
about fourteen feet and window floors of curly maple, laid in four 
inch squares 


SAN FRANCISCO, CAL.—Modern mer- 
chandising admits of no limitations in 
pleasing a discriminating public. The 
modern store, therefore, is being 
planned more and more along the lines 
of refinement and good taste, where 
leisurely selection may be made from 
a carefully chosen stock of goods. 
the recent opening of the enlarged and | 
remodeled Edwin Clapp store at Kear- 
ney Street, San Francisco, has become 
the proud possessor of two Edwin 
Clapp stores, identical in appearance, 
the second store being located at 209 
Powell Street. The remodeling of the 
Kearney Street store was made neces- 
sary in order to meet the demands of 
increasing business. Entrance to the 
store is gained through two doors, one 
on either side of an exterior display 


By 





case. The appearance of the front is 
greatly enhanced by a bronze marquee, | 
which extends the whole length of the | 
front and across the sidewalk to the | 
curbing. As this is roofed with rip- 
pled glass, it does not obstruct the light | 


and on a stormy day it affords a wel- 
come shelter to enable one to inspect 
the windows in perfect comfort. The 
backs and ceilings of the windows are 
of genuine mahogany, in combination 
with pastel shaded stucco. Arched cen- 
tral motifs and deep set arches with 
mahogany doors serve as entrances to 
the windows. All of the wall fixtures, 
as well as the woodwork at front and 
rear, are of genuine mahogany, show- 
ing many pieces of hand carving in 
panel and cornice. Four full length 
mirrored doors, placed along the side 
walls, serve as entrances to additional 
shelving. A unique and attractive fea- 
ture is the combination of display cab- 
inet and customers’ writing desk, 
lighted both day and night by con- 
cealed reflectors. The floor is covered 
with a thick, soft carpeting of taupe 
shade; the customers’ chairs and fitting 
stools are in heavy mahogany to match 
the fixtures. The draperies and uphol- 
stery are in shades that blend with the 
decorative scheme. 








New Florsheim Shop 


Fort WortH, Tex. (UTPS)—The 
Florsheim Shoe Company here has 
leased, at 806 Main Street, a storeroom 
17 feet wide for a consideration of 
$70,000, and has started extensive re- 
modeling. The company will spend 
$25,000 in refinishing the store en- 
tirely in walnut. 

“It will be the finest men’s shoe store | 
in the Southwest,” L. H. Parrish, man- | 
ager, said. 

All fittings and decorations of the 
store will be new. 


Cincinnati Trade Quiet 


CINCINNATI, O.—Quietude reigned 
in local retail shoe stores during the 
first half of June as the result of 
unsettled weather. There were at 
least ten rainy days in the first half 
of the month and very little footwear 
moved. Merchants, however, do not 
seem to be the least bit pessimistic 
inasmuch as most of them reported 
sales for the month of May to have 
been from 10 to 25 per cent better 
than May of last year, and as soon 
as weather settles a rush on shoe 





| stores is expected. 


Changes at Browning- 
King, Cleveland Stores 


CLEVELAND, OHIO (UTPS)—O. J. 
Cain, of the Browning, King & Co. uni- 
versity store at East 105th Street and 
Euclid Avenue, will become manager 
of the Nunn Bush shoe department in 
the Browning, King & Co. downtown 


| store, succeeding Robert Rheuban, who 
| takes charge of the new Nunn Bush 


shoe store in Cleveland. 
A. C. Spilka will become manager of 


| the Nunn Bush shoe department at the 
| Browning, King & Co. university store, 


succeeding O. J. Cain. 


Buckley Store to Move 


Houston, Tex. (UTPS)—Joe Buck- 
ley, manager of Buckley’s Shoe Store, 
announces that they have given up 
their lease at the present location and 
will vacate the building in the near 
future. No new location has been ob- 
tained, but Mr. Buckley expects to re- 
locate his store further south on Main 
Street to keep pace with the growth 
of the city. 

The Buckley Shoe Store is one of the 
pioneer stores of the South, having 
been established in 1852. 
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Stimulate Your Sales 
by Using Fairy Forms 


EW and beautiful effects in 

shoe display that are sure 
to stimulate your sales can be 
had by treeing your window 
shoes with our patented Trans- 
parent Full Forms. You can 
achieve interesting color com- 
binations by inserting a stocking 
or a piece of colored silk with- 
in the Fairy Formed shoe. The 
colors will play through the 
transparent form with a soft, 
irresistible beauty that will bring 
window shoppers inside your 
store. 


Order these Window Trim- 
mer’s Transparent Full Forms 
from your jobber, or mail us 
the coupon below, and we will 
send you our special assort- 
ment of 12 pairs for $12.00, in 
sizes 4 and 5 (2 pairs of each 
of the 6 models pictured here). 
If you prefer different sizes, 
we will supply them instead, 
without additional cost. 

Fairy Forms are fully 


protected by American 
and Foreign patents. 


The SHOE FORM CO., Inc. 
Auburn, New York 





THE SHOE FORM CO., INC. 
Auburn, New York 
Gentlemen: 


Please send me your regular Window Trimmer’s Assort- 
ment of 12 pairs of Transparent Full Forms, sizes 4 and 5. 
(If special sizes and lasts are desired, list them below.) 
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ENNA JETTICK 
SHOES 


Shipped from Stock 
7 . 
in April 
if stacked on the street one row 
on top of the other; each row 10 


feet wide (21 cartons) would 
make a 





tower 
over twice the 
height of the 
Woolworth Bldg. 














Did we have shoes in stock? 
Yes! Did we give service? Yes! 


DID YOU TAKE 


ADVANTAGE OF 
THAT STOCK 


> 








i 
ie 


$ 
e 
" 


If interested and there is no ENNA JETTICK dealer near you, write 
—DUNN & McCARTHY, Inc., Auburn, N. Y. 
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Trend Toward Better 
Grades Says Schiff 


Boston, Mass.—Harry Schiff, who 
buys for six different shoe departments 
within a 50 to 60-mile radius of this 
city, was recently interviewed at the 
Bradley-Goodrich Co.’s sales offce here 
while selecting some of his footwear 
for early fall. 
chosen were genuine water snake, 
Spanish and Java brown kid and suede 
combinations, and black satins. Mr. 
Schiff says that he has had a very early | 
trade on beaded tongue shoes, and that 
he believes that black satin with beaded 
buckles will be “good bets” for near- | 
future selling; he also favors the gypsy | 
seam pattern. 

“Everything is trending toward 
better-grade merchandise,” said Mr. | 
Schiff. “People are getting fed up on 
the cheap stuff—there is real business 
to be had on the higher grade shoes. I 
find that numbers to retail at $10 to 
$15 are the quickest sellers.” 


New Nunn-Bush Store | 


CLEVELAND, OHIO (UTPS)—A new 

Nunn-Bush shoe store opened at 809 
Euclid Avenue, Cleveland, Ohio, on 
Wednesday, June 13, 1928. A complete 
line of Nunn-Bush shoes in a price 
range of from $8 to $15 will be fea- 
tured. 
. The new store is one of the most 
| attractive stores on the avenue, having 
> a walnut finish, with all furniture and 
decorations to match. Window fixtures 
are unusually decorative, having 
wrought iron stands and marble tops. 
Low stock shelves are featured around 
the sides and back, while a large and 
beautiful stock balcony is maintained. 
Display cases are centered on both the 
sides and back downstairs on the main 
floor. 
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Cozelle Shop Opens 


CLEVELAND, OHIO (UTPS)—The re- 
cently incorporated organization, The | 
Cozelle Shoe Co., opened its store at | 













Among the materials | 


Jackie “Hoo” Ray Helps Sell Shoes! 





Every kid in the country knows| graph of Jackie being fitted with a 


Jacky “Hoo” Ray, the juvenile motion 
Not so very long ago he 
came to Dubuque, Iowa, to make a pic- 
ture—all of which fitted nicely into the 
cleverly conceived promotion plans of 
the J. F. Stampfer Co., which operates | 
So arrangements 


picture star. 


a department store. 


pair of Pied Piper shoes. Hundreds of 
children, as well as mothers, thronged 
the store, and there was an excellent 
increase in business. Paul J. Watson, 
advertising manager of the store, says: 

“We felt that this would have a 
psychological effect on mothers. ‘If,’ 


were made for Jackie to visit the Chil-| we figured they would say, ‘an active 
dren’s Shoe Department. In advance of | boy like Jackie, running here and there, 
his visit, the store used in its adver-/| selected Pied Piper shoes, why wouldn’t 


tisement, among other things, a photo- 


they be the shoes for my children?’ ” 








1731 East 9th St. on June 9, featuring | 
men’s and women’s shoes in prices of 
$3.90 to $5.50. A new line of Woven- 
| rite hosiery will also be carried. 
store is 15 ft. x 40 ft., having a tan | 
background and silver gray trim. The 
seating arrangement 


regular central 
has been used. 


The Cozelle Shoe Co. was chartered 





The 


on May 4, 1928, under Ohio laws with 
an authorized capital of $70,000. Of- 
ficers of the company are as follows: 
Herman Zeligson, president; Nathan 
Cohen, secretary and manager, and 
Mrs. J. Pearlstein, treasurer. 
Nathan Cohen formerly operated at 
East 142nd St. and Kinsman Road 
under the style of Nathan’s Boot Shop. 





The Trend of Hide 





Prices 








Week 
Ending 


Packers 
Heavy 
Native Steers 


Packers 
Branded 


Cows 


Packers 


Heavy Texas 
Steers 


Packer and 
Country 
Calf S. hins 











C . a 26 
| ee 26 
_ 251% 
ae 25 
May 12.......... 25% 
May 19.......... 24% 
 » ie 24 
ES 221% 
OS 2234 
+ 2214 











24% 
24% 
24% 
233% 











25 -30% 
25 yy, -30% 
25 30 -34 
24 28 -33 
24% 27 -32 
24 28 -31 
23% 2512-30 
22 27 -30 
22 27 -30 
22 26 -31 





17 -24 
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Slippers 


‘S ; 
Pl oe Fanciful Designs 





—in Alluring, \ 


That slippers can be sold in summer is no longer a theory 
—it is abundantly proved by the eager acceptance of our 
new line of Cosy Toes. 


One example is No. 2092, a beautiful black silk brocade 
mule, with Skinner’s Satin lining. A special elastic strap 
of shirred ribbon is attached with snap fasteners and swings 
easily to be worn over the ankle or above the heel. Ostrich 
Plume trim to match lining. 


No. D 2092 Honeydew lining and trim, $3.65 
No. D 2098 Apricot lining and trim, $3.65 
The new Fall catalog showing Cosy Toes Slippers in 


natural colors will be ready early in July. Send us 
your name to receive one of the first copies. 


ROBERTSON SHOE CO. 
1634 E. Hennepin Ave. 


BOSTON AGENCY 
535 Statler Bldg., Boston, Mass. 


Minneapolis, Minn. 














B130 
Pump 


White 


Kid 
$ 


5.25 


The more discriminating a customer is the 
easier to sell her a FORD CREATION. For it 
is then she appreciates the timeliness of the 
models, the skill of the design, the many 
distinctive features which the uninitiated 
might not notice. 


But even the customer who would not ap- 
preciate to the full the beauty of the line 
will recognize without trouble the quality 
that is built into every shoe in the line— 
— which it would be only an ordinary 
ine, 


C. P. FORD & CO., INC. 
ROCHESTER, NEW YORK 
Detroit Office: Burns-Gray Bldg.—Ray Wegman 


Chicago Office: 1815 Republic Bldg.—Ray McCarthy 
New York Office: 441 Marbridge Bldg.—Jack Galway 


Strap ¢ B429—White Kid Regent 
2 £ 25 


Pump.....+++- $5. 
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For a shoe to look good in a window is one 
thing. For it to look the same after months 
of wear is another. The COPEG-ARCH Shoe 
can be relied upon for both. 

The style isn’t just laid on—it’s built in. 
Double lasting and hand pegging make the 
instep permanently snug and make practical 
a sturdy sole leather shankpiece reinforced 
with steel. This construction means ease for 
feet that suffer and protection for those that 
don’t. 





No. 29—Smooth Black Calf Bal 


Oxford; small eyelets; tip and box; 
Knox last; single sole; rubber heel; 
COPEG ARCH. 


In stock in A width, sizes 8 to 12; 
B wide, 8 to 12; C wide, 6% to 11; 
D wide, 6 to 11. 6.00 

No. 60—Same in Brown 6.00 


The Copeland & Ryder Co. 


Jefferson Wisconsin 
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No. 17933—Men's 
Colored Kid 
Opera. 
Heels, Counters, 
Steel Shanks, 
Full Grain Out- 
soles. ALL COL- 
ORS, Kid and 
Patent Leathers, 
Com bi nations 
Leather and 
Satin 


Kozy Komfort Shoe Mfg. Co. 


122 Duane Street 





SLIPPERS 
Are Profit Builders 


They build good profits and steady ones 


because KOZY KOMFORTS are _indi- 
vidually styled...made from the best 
materials and popularly priced giving 
you a “jump” on your competitors. 
There’s a style for every demand. . .for 
the whole family from tots to grown-ups 
.-all COLORS...all leathers in wood 
heel and padded sole types. A line of 
« QUALITY footwear that will add extra 
profits. 


Get the facts. Write for complete cata- 


log. Everything in stock. 


No. 28993—W om- 
en's Colored Kid 
Pumps. Also 
D'Orsay pat- 
terns. ALL 
COLORS, Satin, 
Rayon and Felt 


Linings. Wood 
Covered Heels. 
Full Grain Out- 
soles, Counters, 


Steel Shanks. 
Also Patent 
Leather, Colored 
Sides and Com- 
binations. 


Solid 


Linings. 


1701 Richards St., Milwaukee, Wis. 
“Cross the Continent’’ 


Chicago 
218 So. Wabash 


Los Angeles 
214 E. Eighth St, 


New York 
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WHERE TO BUY 
Men’s Shoes 
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NETTLETON 
Shoes of Worth 


A. E. NETTLETON CO. 
: B. W. COOK, President 
Syracuse, N. Y., U. S. A. 

MEN’S FINE SHOES EXCLUSIVELY 














Stacy Adams Co. 

Manufacturers of 

MEN’S FINE 
SHOES 


Brockton, Mass. 



















50 STYLES IN STOCK 


EBMERSON SHOE MFG. CO. 
ROCKLAND, MASS. 


WRITE TODAY FOR CATALOGUE 


ew 


) 
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KUMFORT-ARCH SHOE 


MADE EXCLUSIVELY BY THE 
EMERSON SHOE MFG CO 
ROCKLAND, MASS. 








| up throughout the summer. 
| are buying more freely than they have 


| fall season. 

















HENRY LILLY CO. 
110 Duane St. New York 


AUCTION TRADE SALES of 


SHOES and RUBBERS 


Every Wednesday and Friday 

















Shoe Market News 
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Cincinnati Factories | Lynn Makers to Show 


Heavily Booked 
on Fall Orders 


50% of Forward Business 
Calls for Patent Leather 


CINCINNATI, OH10—Production at lo- | 


cal shoe factories has been speeded up 
and practically all are now running at 
capacity making up footwear booked 
for eariy fall delivery. A very good 
volume of business is being booked by 
salesmen in territories and mail orders 
for merchandise for at-once sales are 
holding up exceptionally well. One 
large manufacturer reports 50 per cent 
of fall bookings to be on black patent. 
The demand for black and brown kid 
seems to be rather conservative at this 
time and an increasing number of 
brown suede orders are being booked. 

The second week of June was the 


| biggest in the history of three divisions 


of The United States Shoe Company, 
according to Frank Cahill, general 
manager of the McKay Division. All 
U. S. factories are running full and 
judging from the amount of fall busi- 
ness being booked, this run can be kept 
Retailers 


in some time, with many placing or- 
ders to cover their needs for the entire 
Mr. Cahill reported black 
patent to be outstanding and expects 
it to remain so. Fall bookings at U. S. 


| indicates a conservative demand for | 
increasing | 


kid and calf-skin and an 
demand for suede. Heels range from 


12/8 to 20/8 and Mr. Cahill expects | 
the latter to be most popular for fall. | 


The Charles Meis Shoe Company re- 
ports plenty of mail orders to be com- 


ing in for at-once delivery and road | 


salesmen are booking a fairly satisfac- 
tory volume of business for fall. 
orders retailers are sending 


kid with high heels, and sandals. 


Tweed Grain Leathers 


Boston, Mass.—In keeping with the 
vogue for tweeds and other loosely 
woven fabrics are the new tweed grain 
(basket weave) novelty leathers re- 
cently brought out by the A. C. Law- 
rence Leather Company. These are 
embossed sheepskins, with a tweed-like 
surface and pattern, developed in mixed 
colors to simulate the fabric. 


ing with one of the popular fabric 
colors. Briarwood grain and Wild Boar 
grain, two other novelty leathers, are 
also announced. These are embossed 
sheepskins of attractive appearance. 
Both may be had in nine colors: blond, 
dark blond, blue, red, field mouse, 
green, brown, gray and black. 





The | 
in for | 
immediate sales are largely for novelty | 


There | 
are eleven shades, each one harmoniz- | 


New Boot Styles Soon |: 


LYNN, Mass.—Increasing activity of 


pattern makers and tanners foretells 
the coming of a new season. The first 
of the new styles have already been 
shown, and the latest of them will be 
revealed in the July markets, especially 
at the show in Boston. 

One firm, already well under way on 
popular novelties, is cutting 85 per cent 
black shoes, the materials being of pat- 
ent, suede and grain leathers, as well 
as of satins and velvets. 

Boots will be offered by several 
firms. “I made money on boots last 
year,” explains one manufacturer, “and 
I expect to do likewise this year.’ 
New models of boots are snug-fitting, 
not flapping like an artic of a bandit 
boot. Gores hold the tops smooth. Lace 
bootees will be tried. 

Pumps are expected to sell right 
along. The strap models continue to 
hold a tight grip. Colonial oxfords, 
ribbon ties, and side-lace ties, and step- 
ins, too, are among the new models. 
Pattern makers did not produce as 
many pieces this six months as a year 
ago. Shoe manufacturers used pat- 
terns on hand, and new materials, like 
reptile leathers and art fabrics, to pro- 
duce new styles. However, just now 
the pattern makers are quite busy, and 
this foretells many new lines in shoes. 
Last makers continue to report high 
heels, 20/8 or higher, in much demand. 

The price question continues an open 


| one, and doubtless it will be fought out 


further in the coming July market. 





New Shoe Ornaments 


PROVIDENCE, R. I.—William Reynolds, 
president of The Reynolds Company, 
writes from Paris that while he has 
seen very few new patterns, he finds 
that a great many plain pumps and 
one-straps are being used. The straps 
are 1 to 1% inches in width. Pumps, 
he finds, are trimmed in alligator and 
lizard, and there are many new and 


| beautiful patterns of cut steel and 


beaded ornaments. Display space at 


| the Boston Shoe and Leather Fair has 


been taken by the Reynolds Company, 
by which time Mr. Reynolds expects to 
return home. 





C. W. Alexander Returns 


CINCINNATI, OHI0O—Charles W. Alex- 
ander, advertising manager of The 
United States Shoe Company, recently 
returned from a _ two-week business 
trip that took him_through Pennsyl- 
vania, Texas and’ W. Virginia. Mr. 
Alexander contacted some of his firm’s 
largest accounts and reports business 


| very good in the sections he visited. 
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Alfred J. Sweet Company 
To Celebrate Silver Anniversary 





Parlor A on the mezzanine floor of 
the Hotel Statler, Boston, has been re- 
served by Alfred J. Sweet Company 
for the entire period of the Boston 
Shoe and Leather Fair, July 9, 10 and 
11. Here will be put on a special en- 


Bert Lowe and his orchestra will also 


| be in parlor A during parts of the af- 


tertainment, partly because of the fair, | 


but mostly because it marks the silver 
anniversary of the company. 

The entertainment will consist of 
Miss Lena Tarria, well known all 
over the United States for her accom- 
plishments, who will present a program 
you will long remember; Miss Dolly 
Hilson and Miss Flo Yohe will do their 
part by rendering a number of popu- 
lar selections in harmony and have a 
number of those who are present join 
in the program. 


Shoe Imports More 
Than Double Year Ago 





Tremendous Increase in Four Months 
First Fourth Months 1928 


1,063,417 Pairs (free) 
140,659 Pairs leather slippers (free) 
285,464 Pairs (dutiable) 


Four Months 1927 


437,446 Pairs (free) 
209,875 Pairs slippers (free) 
260,140 Pairs (dutiable) 


During the first four months of 
1928, the United States imported 
1,063,417 pairs of leather boots and 
shoes (free) valued at $3,286,788; 
140,659 pairs of leather slippers 
(free) valued at $192,460; and 285,464 
pairs of dutiable footwear valued at 
$55,933. During the corresponding 
period of 1927, the imports of similar 
goods were as follows: Boots and 
shoes, 437,466 pairs, valued at $1,649,- 
278; leather slippers, 209,875 pairs, 
valued at $166,732; and dutiable foot- 
wear, 260,140 pairs, valued at $71,661. 

Of the imports of boots and shoes, 
Czechoslovakia supplied 56.7 per cent 
or 602,988 pairs, valued at $1,382,324; 
Switzerland, 117,911 pairs, valued at 
$390,772, or 11 per cent; United King- 
dom, 101,929 pairs, valued at $615,953, 
or 9.5 per cent of the total; France, 
92,017 pairs, valued at $433,715, or 8.6 


| picture rights for this event. 


ternoon and evening. He is probably 
familiar to you all as leader of the 
Hotel Statler Orchestra, and also be- 
cause of his extensive radio broadcast- 
ings. His music is brilliant, everyone 
enjoys it. 

There will be an enormous birthday 
cake, made by the chef of the Hotel 
Statler, on display in the room. Pathe 
News has asked for exclusive motion 
There 
will be favors; there will be refresh- 
ments; there will be special trips for 
the women of your party, arranged 
and supervised by the hostesses in 
charge of the room. 


per cent; Austria, 85,500 pairs, valued 
at $268,693, or 8 per cent, and Ger- 
many, 38,351 pairs, valued at $87,997, 
or 3.6 per cent. In other words, about 
97 per cent of the imports of leather 
boots and shoes were supplied by the 
above mentioned countries. 

Women’s Shoes. Out of a total im- 
portation of 869,002 pairs of women’s 


| shoes, valued at $2,511,362 about 66 
| per cent were of Czechoslovak origin 


(581,669 pairs, valued at $1,341,134). 
France and Austria supplied respec- 
tively 82,564 and 82,270 pairs. The 
French shoes were valued at $401,762 


| and the Austrian, at $259,115. Switz- 








erland supplied the United States with 
55,655 pairs of women’s shoes, valued 
at $241,720 and Germany, during the 
same period, furnished the American 
women with 34,973 pairs of leather 
boots and shoes, valued at $81,667. 


Men’s and Boys’ Shoes. During the 


first four months of 1928 the United | 


States imported 102,122 pairs of shoes 
for men and boys and of this quantity 
the United Kingdom supplied 81,151 
pairs, valued at $494,552, or approxi- 
mately 80 per cent. Czechoslovakia, 
Canada and France furnished respec- 
tively 6370, 4575 and 3249 pairs. 
Children’s Shoes. Switzerland sup- 
plied 67.3 per cent or 62,155 pairs of 
children’s shoes, valued at $148,910, 
out of the total importation of 92,293 
pairs, valued at $204,723. Czecho- 
slovakia and France supplied respec- 
tively 14,949 pairs, valued at $24,366; 
and 6204 pairs valued at $15,047. 
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WHERE TO BUY 
Men’s Shoes 
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BOSTONIANS 


SHOES FOR MEN 
COMMONWEALTH SHOE & LEATHER CO. 
| WHITMAN, MASS. 


| 
| 
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HAND TAILORED 
os HAND LASTED 


BIon F-REYNOLDS Com 


BROCKTON, MAS . 
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WHERE TO BUY 
Slipper Supplies ' 
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POMPOMS AND ROSETTES 
The right merchandise at the right price. 


Samples sent equest. 
HY-GRADE SLIPPER SUPPLY Co. 








693 Broadway New York City 











WHERE TO BUY 
Standard Shoe Materials 


FF er ee 








The One 
Waterproof 
Leather That 
Takes and Re- 
tains « Polish 


CREESE & COOK CO. 
Tanneries at Danverspert, 95 Seuth St., Besten, Mass. 


est Virginia 


Exacting standards of manufacture 
produce Uniform Quality. 
Pulp Product Department 
West Virginia Pulp & Paper Company 
Detroit New York Chicago 























Colored 
Chrome 
Sides 




















































+ Ed Naeies ae «ee 


ee: 


a Tahara pa 











6 EE 


WHERE TO BUY 


Men’s & Women’s 
Slippers 


A EP 





IN STOCK 


Genuine’ kid 
turn 


$1.10—5% 
10 Days 
Case Lots 
WM. SUMNER SMITH 
325 W. Monroe 











Chicago, Ill. 








75 Front St. 
Bro 


ow Wore 








PARISTYLE FOOTWEAR MFG. CO., INC. 


Factory and Salesroo: 


40-46 West 25th St., New York Ci 
HIGH GRADE TURN MULES and D’ORSAYS 
Satins, Kids, Brocades and Fancy Patterns 
$27.00 per doz. and up 
Oataleg 


sent on 
request 



















Two Strap Sandal 


“Hand Turned” 
In Stock 
C to E—2'%-9 
No. 3-2 at $2.35 
MORAN-HERMANN- 
McMANUS, INC. 
Auburn, Maine 











Men's All Leather House Slippers 
ED— 


HAND TURN 
IN STOCK 
Romeos 


Send for samples: 
ROTH & BOSED Basest SHOE Co. 
janufa 
124 N. 3rd St., Philadelphia 














WHERE TO BUY 


Store Fixtures 
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Bostonians Retain 
Golf Championship 


PHILADELPHIA, Pa.—Boston still re- 
| tains the title of golf champion of the 
| shoe and leather trades of New York, 

Boston and Philadelphia. 
ians won the third of the intercity 
matches, which was held at the Manu- 
facturers’ Country Club, Oreland, Pa., 
Thursday, June 14, with the Philadel- 
phia Shoe and Leather Golf Associa- 
tion acting as host. 

This series of intercity golf tourna- 
ments was instituted three years ago, 
when the New York Shoe and Leather 
Golf Association invited the Philadel- 
phia and Boston associations to a match 
at the Englewood Golf Club, at which 
time a trophy for team play was put 
into competition. The Boston golfers 
won the first match and also captured 
the second last year, when they enter- 


The Boston- | 


BOOT AND SHOE RECORDER 





Larkin-Terhune 


tained the New York and Philadelphia | 


golfers at Boston. 

The Boston players defeated the 
Philadelphians in the morning by 351% 
to 9% points, and in the afternoon took 
the New York aggregation into camp 
by 31 to 14 points. The course was 
slow, due to rain storms. 

Percival Foerderer, Philadelphia, 
turned in an 81 for low gross score, and 
Bud Knight, Boston, turned in a 75 for 
| low net. Prizes for these were awarded 
| at the dinner which brought the day’s 
| festivities to a close. Howard Alten- 

derfer made the presentations. Among 
the speakers at the dinner were Mr. 
Altenderfer, Frank H. Miller, Everit 
| B. Terhune and Louis J. Robertson. 
| As president of the New England Shoe 
and Leather Golf Club, Mr. Terhune 
invited those present to participate in 
a tournament to be held near Boston 
July 11 during the New England Shoe 
and Leather Fair. Mr. Robertson, cap- 
tain of the New York team, announced 
that the next intercity match will be 
held in the Metropolitan territory with 
the New Yorkers as hosts. 

Representing Boston in the tourna- 
ment were Everit B. Terhune, Carl 
Mosser, Arthur Knight, W. D. Pitcher, 
H. Bohr, Lloyd Thayer, H. B. Bryan, 
Jr., L. P. Gutterson, William H. Lar- 
kin. Fred Thayer, Charles Furber, J. 
G. Brown and Arthur C. Davenport. 

New Yorkers. present included 
Frank H. Miller, Louis J. Robertson, 
| Frank J. Radel, Leslie M. Brown, Ad- 

gar A. Hertz, Milton R. Katzenberg, 
| W. D. F. Gibson, Frank L. Hecht, G. 
Warren Wheeler, G. Norman Bankert, 
| E. A. Brown and Jack Moran. 


The Philadelphia roster consisted of 


| Percival Foerderer, H. L. Homer, A. S. 


Kreider, Jr., Howard B. Altenderfer, 
Harold Connett, Edwin B. Shays, L. S. 
Newell, R. L. Stiles, A. A. Burnett, 
J. Devine, Gus Swoboda, John Rue, 
W. G. Blaine and Earl C. Cookman. 


INTERCITY SCORES 














A: H. 
TEAM POINTS 
PHILADELPHIA 

CS BOP Ere —_— 

Connett-Foerderer ............. 7% 

Newell-Cookman ............... — 

ES ee 2 

Kreider-Altenderfer ............. -- 
9% 


| 70 years old. 
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C. H. Daly Dead 


BROCKTON, Mass.—Charles H. Daly, 
88 Belcher Avenue, this city, and for 
many years a resident of Abington, 
died June 9 at his home here after a 
long period of failing health. He was 
For many years he con- 
ducted a leather business in Abington. 


| After his removal to Brockton he added 


| business with his father. 





a counter business, and later he be- 
came associated financially in various 
shoe ventures. At his death he was 
president of the Daly, Dodd Mfg. Co. 


He was a native of North Abington, 


and besides his wife, a daughter, Mrs. 
Marie Casey, of Pittsburgh, Pa., and 
three sons, John J. and Leo M. Daley 
of West Newton and Keene, N. H., re- 
spectively, associated in the Daly Shoe 
Co. of Keene, N. H., and Howard Daly 
of this city, who was associated in 
He was as- 
sociated with many business and fra- 
ternal organizations. 


William A Mitchell Dead 


Boston, Mass.—William A. Mitchell, 
formerly vice-president of the Thomas 
G. Plant Company of this city, died in 
Paris recently while abroad on busi- 
ness. His home was in Winchester, 
with a summer residence in the Clifton 
section of Marblehead. He resigned 
from the Thomas G. Plant Company 
some time ago, but remained in the 
shoe business, with headquarters in 
this city. Mr. Mitchell was an outdoor 
enthusiast and was one of the best 
known amateur golfers in this part of 
the State. At one time he was a direc- 
tor of the Commonwealth Country 
Club; he was also prominent in the 
Boston Athletic Association and was a 
member of the Winchester Country 
Club. He is survived by his wife and 
by a married daughter, who lives in 
Tulsa, Okla. 


Boston Offices Moved 


Boston, Mass.—The Watson Shoes, 
Inc., and Howard & Foster, Inc., have 
recently moved from their old quarters 
at 183 Essex Street to the fourth floor 
of the Statler Building. They will both 
occupy the same offices in the laiter 
location as has been their custom for 
many years past at their former |ocal 
sample and sales rooms. 


June 23, 1929 
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New Firestone Headquarters 





The Boston branch of the Firestone 
Footwear Company has been moved 
from its former location in the shoe 
and leather district to new and much 
larger quarters at 141 Brookline Ave- 
nue, in the Kenmore section of Boston. 
Largely increased storage facilities in 
the new Firestone building permit the 
carrying of a much larger stock with 


Edward A. Terhune 
Dies at Summer Home 


Boston, Mass.— 
Edward A. Ter- 


hune, one of the 
best known shoe 
salesmen in the 


country, died Sat- 
urday night, June 
16, at his summer 
home at Boothbay, 
Me., after an ill- 
ness extending 
over six months. 
For 42 years he 
was traveling 
salesman for vari- 
ous shoe firms of 
eastern Massachusetts, and all the 
members of his family have been con- 
nected with the shoe business in one 
line or another. Last fall when his 
health began to fail he gave up travel- 
ing and has been at his home in Wollas- 
ton until a week ago when he went 
with his family to their summer home 
at Boothbay. 

Mr. Terhune was born in Newark, 
N. J., and when a young man went to 
Brockton, where his brother, Joseph 
W. Terhune, was with the W. L. Doug- 
las Shoe Co. as buyer and vice-presi- 
dent. Later the brothers left the 
Douglas concern when the J. W. Ter- 
hune Shoe Co. was founded and Ed- 
ward A. Terhune traveled for the new 
concern through New England, New 
York and Pennsylvania. When Presi- 
dent Joseph W. Terhune disposed of 
his interests to James W. Spence of 
Rockland, E. A. Terhune still re- 
mained with the firm which first occu- 
pied the old Enos H. Reynolds shop at 
the north end of the city and later 
moved to a factory building on North 
Main Street. 

Mr. Terhune traveled later for the 
Isaac Prouty Shoe Co. of Boston and 
for many years was salesman for Rey- 
nolds, Drake & Gabell Shoe Co. of this 
city. For the few years prior to his 





Edward A. Terhune 





| retirement he was salesman 








consequent improved service to Fire- 
stone customers. 
has been provided in the rear of the 
building. 
company also are in the same building, 
in which the company plans to hold 
open house during the Boston Shoe and 
Leather Fair, July 9-11. 


for the 
firm of Alden, Walker & Wilde Shoe 
Co. of Weymouth. 

He was well known throughout the 
country and although but 62 years old 
at the time of his death was one of the 
oldest salesmen in point of traveling in 
the country. He had a large circle of 
friends, and associates in the a 
trade, who, when they saw him coming, 
immediately brushed up on their stock 
of repartee, needing every bit of their 
regular as well as a reserve fund of 
wit to respond in any adequate meas- 
ure to his fund of good stories. 

For whatever concern he traveled, 
his orders were among the largest of 
any brought in by the force. He loved 
his work and he maintained his enthu- 
siasm until the very last day he trav- 


Free parking space | 


The general offices of the | 


eled. He put all his heart and soul into | 


the shoe business and he knew his line 
from start to finish. 

In his home he was the idol of his 
family, and the intervals between his 
trips were all too short. Besides his 
wife he leaves three children: Howard 
H. Terhune of Atlanta, Ga.; Mrs. Ar- 
thur D. Stewart of Ridgewood, N. J., 
and Edward A. Terhune, Jr., of 
Swampscott; also five grandchildren. 
The home is on Everett Street, Wol- 
laston. 
Haven of Dorchester. 

He also leayes two brothers, William 
L. Terhune, founder of the shoe maga- 
zine, THE BOOT AND SHOE RECORDER, 
and Joseph W. Terhune of the United 
Shoe Machinery Corp. Everit B. Ter- 
hune, new president of THE BooT AND 
SHOE RECORDER; Frank Terhune, of 
the shoe firm of Holmes & Terhune, 
Auburn, Me., and Harry R. Terhune 
of Dorchester are nephews. 

Mr. Terhune was affiliated with the 
Masonic organizations, Washington 
Lodge, A. F. and A. M., of Roxbury, 
Mt. Vernon Chapter, St. Omar Com- 
mandery. K. T., and Aleppo Temple, 
Mystic Shrine. 

The funeral took place Tuesday af- 
ternoon at the Wollaston Congrega- 
tional Church, Lincoln Avenue, corner 
Winthrop Avenue, Wollaston. 


Mrs. Terhune was Miss Emma 


| 
| 
| 
| 
| 
| 
| 





WHERE TO BUY 


Women’s Novelties 





Built on Value— 
Growing on 
Value 


Write 

illustrating our 

Leader F line $2.95 

sellers. 

Samuel Cohen 
Shoe Co. 

72 Lincoin St., Boston, Mass. 


In Stock $3 to $6 
sellers. 


for circular 
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WHERE TO BUY 
Ballet Slippers 


i ii cai ead) 





Im Stock Black Bal- 
let Slippers 
Ladies’ $! -25 pr. 
Misses’ 1.20 pr. 
Childs’ $1: 15 pr. 
sues a co., INC. 

Duane St., 
some York, N. Y¥. 














BALLET SLIPPERS—IN STOCK 
of the unusual kind 
Bi02 Bik. mee . Tura 







oly 6 ey 161. 35 

isses 11 ee! | 1.40 
Women’s 2% to 1.45 
Also Hard Tons 


HERDER, Inc. 
llet Manufacture 


SCHWARTZ & 








ecialists in Ba 
33% No. 1ith St., Philadelphia, Pa. 











BALLET SLIPPERS 
Made on Right and Left Lasts 
Wom. Miss. Childs 

No. 600 Black Kid..1.45 1.40 1.35 
Ceast Prices Slightly Higher 


BROOKS SHOE 


MFG. CO. 

Philadelphia— 
1725 No. 6th St 

Los Angeles—1162 So. Hill st 





STOCK 
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WHERE TO BUY 
Children’s Shoes 


i eR li i eile el 


“ELAM’’ 


Flexible Turn Shoes 
For the Jobbing Trade Exclusively 


F. S. ELAM SHOE Co. 


ROCHESTER, N. Y. 
Boston Office: Statler Bldg., Room 532 
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WHERE TO BUY 
Slipper Quilting 


a hl eal 











SLIPPER MANUFACTURERS, 
ATTENTION! 


We Do Quilting 


For good workmanship and 
quickest service see 


FENKART & SONS, INC. 
815 22nd Street Union City, N. J. 
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WHERE TO BUY) 


Children’s Shoes 


Ce i i i hi ie hie ie iad 


GROUP. BUYING! 


Send for details © 











Representatives 
104 ALBANY BLODG., 











Wanted 
BOSTON. MASS. 
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WHERE TO BUY 
Shoe Buckles 


i al lel 








CUT STEEL 
BEADED-RHINESTONE 
“Decidedly Different” 
Importers 


MAISON MANN, INC. 
formerly 


BAUER & MANN 
3 West 20th St., New York 


Trirart & De ALTERIIS 


Importers and Manufacturers 
7) 
CUT STEEL BEADED 


RHINESTONE 
SHOE ORNAMENTS 


101-103 West 37th Street, 
New York City 





ee 


EG Mrrari E 
IMITATION STEEL 
{ BEADED r 
SHOE BUCKLES 


T 
H 


A. & H. VEITH, INC. 
——Importers— 
9-11 East 38th, New York 


T 
H 





Points on C resnceet 


accomplishments a merchant can have. 


how to fit shoes correctly and make a 
customer with every sale. And then at 
the close of the transaction someone to 
walk with the customer to the front 
door as a gracious host or hostess, bid- 
ding a pleasant “good day” and a cor- 
dial invitation to come again. 

These are small things to do but they 
keep a store out of the red ink in the 
final analysis. And they help you to 
hold that which you now have. 

It is better to be “Pete” to your 
trade than “Mr. Peterson.” When any- 
one calls you Pete, or Bill, or Jack, it is 
a sign that they like you. When they 
“Mister” you all over the lot it is a sign 
that they are holding you at arm’s 
length awaiting a fulfillment of their 
judgment of you—good or bad. 

A fine office at the rear of the store 
may account for many losses of cus- 
tomers. When people think of a mer- 
chant as one who sits back there at a 
flat top desk and rakes in the money 
they may become just a little bit preju- 








diced. They may form opinions of you | 


that you never dream of. An office is 
a place where books are kept and pri- 
vate business transacted. It is never a 
place where personal contacts with the 
bulk of your trade are made. If you 
confine your office hours to the dull pe- 
riods in the store and stay out of it 
when things are active on the floor you 
will be doing yourself the greatest 
business favor. Mix and mingle with 
the people as they come in. Get to 
know them. Show them that you are 
human and interested in them. Not 
only will that help you to hold what 
you have but it will add to it profit- 
ably. 


into a shoe store is one of the greatest | 


Then to have salespeople who know | 


ing Your "T rade 


[CONTINUED FROM PAGE 23] 


record of every sale, the date and al] 
the detail. If it is possible to add to 
the card a few words that indicate 
something of the customer’s occupation, 
probable likes and dislikes, eccentrici- 
ties, hobbies, etc., that will help you a 
lot. Have one of your office force, or 
better do it yourself, make a list every 
few weeks of every csutomer who has 
not been in the store for a certain 
length of time. Then, if the time seems 
too long, find out why. 

When a customer drifts away and is 
not yanked back plenty soon it may be 
a customer lost forever. See to it that 
it does not happen to you. When you 
find one who has quit you for any un- 
known reason get right hot on the 
track and bring him or her back a run- 
ning. 

That is one of the first and most im- 
portant things to do in holding what 
you have and adding to it profitably. 
There are several methods of getting in 
touch with a missing customer. The 
mail is the one most used. If your let- 
ter comes back it is a sign that the cus- 
| tomer has left town or moved to a new 
| address without leaving forwarding di- 
| rections. It is worth all it may cost to 
trace it down and find out for sure. 

When all else fails a personal call at 
the home of the lost customer should 
not be beneath the dignity of the mer- 
chant who wants to hold his trade. If 
you are really interested in increasing 
business by keeping what you have, 
and refusing to let it get away from 
you, it will be well worth your while 
to put forth a lot of effort to get back 
one who has strayed. 

Next time we will talk about this: 
“Who is my customer?” 











Boston Factories Are 


Seasonally Busy 


Boston, Mass.—Factories are sea- 
sonally busy. Salesmen are sending in 
orders for fill-ins to take care of imme- 
diate business. Small shops making 
for chain stores are speeding up on 


popular-priced merchandise for at-once | 


delivery. Some manufacturers in this 
section are taking inventories and are 
getting ready for the demand which is 
anticipated as a result of the New 
England Shoe and Leather Fair of July 
9-11. Many buyers are now visiting 


this market, and many more are listed | 


for the weeks just ahead. 
A concern in this section making over 


a thousand pairs daily of women’s nov- | 


elty McKays is working at capacity. 
An increased call for women’s patent 
leather shoes is reported. Larger or- 
ders are coming in to manufac- 
turers of both men’s and women’s shoes 
for early fall yen and these manu- 
facturers are now buying leather to 
take care of these orders, with orders 
for more leather promised to tanners, 
to cover anticipated shoe business. 
Black velvet shoes are being cut by 
a little house in this section, and black 





satin is mentioned_by manufacturers of 


| both high and medium grade concerns 

as one of the best sellers in their new 
| fall lines. Suede calf is one of the 
most popular leather sellers, and is 
bought by manufacturers of cheap as 
well as high grade footwear. Much re- 
finished and colored suede has moved, 
and old grains have been treated so 
| that some makers of women’s lines to 
| retail at $4 and $5 could obtain this 
material. Brown kid is increasing in 

volume of sales; black kid is also in- 
| creasing in the demand. Business on 


men’s weight black calf is increasing. 
As to side leather bought for men’s 
| shoes, sales are increasing on colors 


Proctor to Manufacture 


New York, N. Y.—Bally, Inc., has 
| ceased the manufacture of shoes in this 
| country and will hereafter confine its 
production to its factory in France. 
Sales offices will be maintained in New 
York, as heretofore. 

L. W. Proctor, formerly with the 
| Bally organization at the Long Island 
| City plant, is to enter the manufac- 
| turing field on his own responsibility, 
and has taken space at 200 Tillary 
Street, Brooklyn, and soon will be in 
production at that address under the 
name of L. W. Proctor, Inc. 
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Every customer should be card in. 7 
| dexed and classified. There should he , .- 
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BOWS 


IN STOCK 


Patent, Satin, 
Honey Beige, Red 
Kid, White Kid, 

etc. 
GrosGrain Rosettes 
in Black, Red, 

Honey Beige, 

White 


Sample Pairs sent 
on request. 


LINCOLN STORE SUPPLIES COMPANY 
1508 Washington Ave., St. Louis, Mo. 
Novelty Findings Shoe Store Supplies 




















BEAUTY ARCH 


FOOTWEAR 




















Ls 


BOUDOIRS 
BY GREELEY 






have stood the test of 
time for dependable 
quality and salability. 
If your jobber cannot 


IN 
STOCK 


36 Pair Cases 


supply—write us. 





A. W. GREELEY 


we: 12 Duncan Street . Haverhill, Mass. we: 
: 








APPROVED BY MEDICAL MEN 


As a sturdy sup- 
port for the ankles 
of growing children 
and as a fully ven- 
tilated shoe, the 
Burkley Ventilated 
Foot Developer is 
unexcelled. Well 
known surgeons 
recommend its use. 


Make your stock 
of children’s shoes 
complete by send- 
ing your order today. 

Phone Brockton 2133 for im- 
mediate action. 


BURKLEY SHOE CO. 
1156 No. Main Street Brockton, Mass. 





VENTILATIONS 
PATENTED 















NO, WILLIAM! 


SADDENING AGENTS are not those eggs who pull door belle 
out by the roots and thus ruin the good wife's entire day. 

In the Shoe and Leather Lexicon SADDENING AGENTS are 
defined: “Addition of substances during dyeing to produce duller 
shades.” 

Just one of the hundreds of bits of information im this 
valuable book which a smart salesman can casually slip to the 

t i i the latter’s confidence in his ability to 


us 


sel] the right shoes. 


This Sales-Making Tome 
Costs Only Fifty Cents 
(Cash with orders, please) 


Boot and Shoe Recorder Publishing Company 
207 Seuth Street, Besten 











IN STOCK 


PATENT 
LEATHER 


is the greatest seller—still leads 


all styles. 


Sherwood’s Stock Department 
has ready for At-Once-Ship- 
ment this and many other fast- 
selling patterns. 











Style R4024. Patent with Champagne Kid lining 
Feather Edges and Custom Bottom. 1701 Medium 
toe last; 17/8 spike Louis heel. 
Style R4025. Patent with stitched vamp, 178 
Round toe last, 18/8 spike Louis heel. Same fea- 
tures as R4024. 

DISCOUNT, 5% 30 DAYS 

OPEN SIZE SCHEDULE 
AAA AA A B Cc 
5-8 4-8 4-8 312-8 3-8 
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POSITIONS WANTED 
LINES WANTED 





ALL OTHERS 


7c. per word. Minimum Charge $1.25 


ALL DISPLAY SPACE 


Five dollars per inch. Allow 45 words to an inch 


4c per word. Minimum Charge 75c. 


4c per word. Minimum charge 75c. 


Classified and Opportunities Department 


RATES AND OTHER INFORMATION 


Copy must be received at the Boot and Shoe Recorder, 207 South Street, Boston, Mass., on 
Monday of the week of publication in order that advertisements be published same week. 
Otherwise insertion will be put over to the following week’s issue. 
When advertisers desire answers to come in our care 
twelve words must be allowed for address. When ad- 
vertisers desire replies forwarded direct to their address 
each word of their address must be counted in the ad- 
vertisement and paid for accordingly. 

Payment in advance is required, except when regular 
advertisers, as amounts are too small to open accounts. 





























SALESMEN WANTED 


SALESMEN WANTED 


SALESMEN WANTED 








Wanted: 


Salesmen of .experience with 
following, to sell our lines of 
women’s up-to-the-minute novelties 
ranging from $2.35 to $2.85 
carried In-Stock. States open: 
Va., Pa. Ky. Ohio, Iowa, IIls., 
Mo., Miss., La., Texas, Colo., Idaho, 
Wyo., Mont., Wis. Commission 
basis only. Full particulars must 
accompany application. Address, 
D-520, Boot and Shoe Recorder, 
207 South St., Boston, Mass. 








SALESMEN 


Splendid proposition for good 
men, those travelling by auto pre- 
ferred. We . manufacture com- 
plete line of men’s, women’s and 
children’s felt and leather slippers 
all popular priced styles. Monthly 
settlements on commission basis. 
Give full particulars in first letter, 
stating references, other lines car- 
ried and exact territory you cover. 
Address D-566, care Boot and 
Shoe Recorder, 207 South St., 


Boston, Mass. 


SALESMEN WANTED 


FOR TEXAS, meer Serr rl. 
. MINNESOTA, LOUIS 
v H NI Ww 
YORK, MISSOURI, KANSAS, IO\ 
and other desirable territories to 
carry the fastest line of IN-STOCK 
STYLED CORRECTIVE MC KAY 
ARCH SHOES priced at $2.85 and 
$3.85. Liberal commission basis 
Good opportunity for big earnings 
When applying, state exact terri- 
tory you cover. 


Corrective Shoe Company 
14th and Washington Ave. 
St. Louis, Missouri 

















WANTED 


By a large eastern wholesale 
house, with established business in 
western New York, a Class A 
salesman who has a following in 
that section. Address D-553, care 
Boot and Shoe Recorder, 207 South 
St., Boston, Mass., giving full in- 
formation as to the lines carried, 
amount of shipments the last two 
or three years, your age, and at 
least two responsible references. 
The line is sold on a 5% commis- 
sion basis with a reasonable draw- 
ing account. 


SALESMAN to carry two pocket samples, a 
women’s turn leather sole boudoir and a 
ballet slipper, in stock proposition. Excep- 
tionally profitable repeat mail order numbers, 
7% commission. Address D-532, care Boot and 
Shoe Recorder, 207 South St., Boston, Mass. 





ALESMAN WANTED: We have an opening 

in several states for a side line salesman, 
carrying our line consisting of a general line 
of shoe novelties and spats. Applicants must 
submit references with their first letter. Ad- 
dress D-503, care Boot and Shoe Recorder, 
189 W. (Madison St., Chicago, Ill. 





“WANTED SALESMEN—Side line, two 
samples. Department and shoe stores. 
Liberal commission. Quick sales. Specialty Co., 
West Somerville, Mass. 





‘SALESMAN; three territories, Ohiog Indiana 

and Pittsburgh. Short In-Stock line of $6.00 

to $7.00 retail men’s dress welts. Lasts and 

patterns up-to-date. Give full information and 

references in first letter. Address D-556, care 

wed and Shoe Recorder, 207 South St., Boston, 
ass. 





BIG OPPORTUNITY 


Outstanding manufacturer of men’s and 
women’s corrective welts desires success- 
ful salesmen for the States of Ohio and 
Texas. Drawing account against liberal 
commission. Write full details D-555, 
eare Boot and Shoe Recorder, 
189 W. Madison St., Chicago, Ill. 


MANUFACTURER of medium grade 
slippers made of leather, imitation | 
satin, rayon and cretonne, desires salesmen 
Southern territory on seven per cent < 

sion basis. Address D-564, care Boot a: oe 
Recorder, 239 W. 39th St., New York, N. 











ANTED: Salesmen for Ohio, Mi 
Indiana and Illinois, to carry our 
medium priced turns to the retail trade on « 
mission basis. Apply to Wm. P. Lowel 

Newburyport, Mass. 








BUSINESS OPPORTUNITY 





ARE OPPORTUNITY—We are changing 

representatives in the following states in 
which we have established trade: Ohio, Ar- 
kansas, Missouri, Indiana, Tennessee, New 
York state. Want men to carry our line of 
In-Stock leather house slippers as side line. Must 
live on territory and cover same close by auto. 
Give full particulars in first letter. No drawing 
account. Weekly settlements against orders 
received. Twenty men now successfully sell- 
ing line. Easiest selling commodity in shoe 
game today. Maid-Rite Corp. (Manufacturers) 
35 York St., Brooklyn, New York. 





WANTED: Salesmen to sell on commission 

basis, exclusively or as a side line, Men’s 
Turn and ‘McKay slippers, in the states of 
North and South Carolina, Virginia, West Vir- 
ginia, Ohio, Indiana, Illinois, Pennsylvania, 
Maryland and Delaware. Mistwold Comfort 
Shoe Co., Raymond, N. H. 








Attention, Salesmanagers 
and Superintendents! 


Unusual opportunity to become 
shoe manufacturers by purchasing 
on reasonable terms modern 
equipped shoe factory located in 
Middle West. Owner has otlhier 
interests. Purchaser must invest 
some of his own money in order to 
interest additional capital in present loca- 
tion or move the establishment to other 
city where sufficient capital can be had. 
Answering state age and what experience 
had at shoe manufacturing. Address 
D-544 care Boot and Shoe Recorder, 207 
South St., Boston, Mass. 





IDE LINE SALESMAN to carry High 

Grade Men’s Leather Slippers selling from 
$2.40 to os * ~ New York and adjoining 
seers. on cent commission basis only. 

THE BIG oq ‘SHOE CO., 426 W. 4th St., 
CINCINNATI, OHIO. 





Ss .IPPER SALESMEN WANTED for one of 
the best lines of in-stock leather and satin 
slippers. All territories open. Liberal commis- 
sion basis. State particulars, also references. 
Address D-563, care Boot and aed Recorder, 
239 W. 39th St., New York, N. 





Commission merchant in Havana, 
Cuba, would like to represent 
leather concern. Well acquainted 

Cuban shoe manufacturers. 
Can furnish best of referenc:s 
Address D-557, care Boot and Shoe 
Recorder, 239 West 39th St., New 
York City, N. Y. 























23, 192 
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POSITION WANTED 








POSITION WANTED 


BUSINESS OPPORTUNITY 








> 


organizations. 





Manufacturers 


Do a “Selling Job” on H. H. B. 
and Then Hire Him 


H. H. B. is a national-size man who is soon to be available for 
another national-size job building sales for a worthy line of shoes. 
He has made a fine record in this and one other industry. 


Net profit on ONE of his ideas, put in effect 3 weeks after he 
took his present position, has more than paid his 5-figure salary. 
Mature, experienced, H. H. B. is noted for his profitable mer- 
chandising ideas and executive success with large sales and dealer 
Address replies to D-567, care Boot and Shoe 
Recorder, 207 South St., Boston, Mass. 


A Sure Way to 
Expand Your Sales 








pos! TION WANTED:—As manager of retail 


store. Eighteen years’ experience in all 
branches. Fifteen years manager. With pres- 
ent neern for five years but desire a change. 


Best references. Address D-552, care Boot and 
Shoe Recorder, 207 South St., Boston, Mass. 





pes! TION as buyer and manager for ladies’ 
department. Sixteen years’ experience. Ade- 
quate references furnished. Available July Ist. 
Thirty-t've years of age. Reply D-558, care 
Boot and Shoe Recorder, 207 South St., Boston, 
Mass 





SHOE Buyer, Manager, just liquidated busi- 
ness, established fifteen years, desires con- 
nection with reliable individual, department or 
chain store. Good style man. Age 40. Ad- 
iress 1-562, care Boot and Shoe Recorder, 239 
W. 39th St., New York, N. Y. 








LINE WANTED 








Selling shoes in South Carolina 
for past ten years, capable of cover- 
ing the Southeast for some shoe 
manufacturer wanting distribution 
in this increasingly prosperous dis- 
trict, I am ready. Let me hear 
from you. Address D-560, care 
Boot and Shoe Recorder, 207 South 
St., Boston, Mass. 











ANTED—SHOE LINE FOR GEORGIA. 
EXCELLENT REFERENCE. RUFUS 
GARDNER, MACON, GEORGIA. 





HQE BUYER, MANAGER, SALESMAN, 

with fifteen years’ experience, is interested 
in obtaining a line, general or specialty, for 
middle western territory or connecting with up- 
to-date shoe store. Married. Age 35. Excellent 
references. Address Arch W. Palmer, 1403 
Market Street, Emporia, Kansas. 








HOE line for Cleveland and vicinity. Excel- 
lent references. Reply D-559, care Boot and 
Shoe Recorder, 207 South St., Boston, Mass. 





ALESMAN with knowledee of entire shoe 
industry, desires line with responsible con- 
cern. Address D-561, care Boot and _ Shoe 
Recorder, 239 W. 39th St., New York, N. Y. 








FOR LEASE 








FOR SALE 





OR SALE:—Stock high grade shoes, fixtures, 
show cases, cash register, electric sign, 
movable shelving, safe Sold separate or to 
a. Receiver—322 West 63rd St., Chicago 








FOR RENT 





TORE and lofts for rent in the heart of 

wholesale Shoe Market. 59 Reade Street, 
N. Y. Inquire: S. Frucht, 2 Warren St., 
New York, N. Y. Tel. Barclay 8579. 


HOE department for rent in large women’s 
shop Pennsylvania 50.000 population town; 
all newly fitted up modern fixtures on the main 
floor front. Address D-568, care Boot and Shoe 
Recorder, 239 W. 39th St., New York, N. Y 








MERCHANT NEEDS 








I SEGALL€ SONS 


923 ARCH ST. 
| PHILADELPHIA, PA. 
| ARE BUSINESS GETTERS 
SEND FOR CATALOG 









HOE DEPARTMENT to lease, main floor 
location in new addition of a successful De- 
partment Store, established 1887, in Southern 
Oh’o city of 20,000. Address D-554, care Boot 
ee Shoe Recorder, 207 South St., Boston, 
ass. 


° 
Information for Shoe Merchants 
The advertising pages of the Boot and Shoe 

an almost inexhaustible source 

@ infermation as to where and what to buy. 

They are worthy of your closest attention. 








MIDPLE aged man to buy interest in correc- 
tive Shoe Store, best location, second floor, 
largest city in Southwest, owner doing foot 


work, wants partner to sell shoes. Address 
1)-565, care Boot and Shoe Recorder, 207 
South St., Boston, Mass. 








WANTED TO PURCHASE 








Sell Us Your Left Over 


New York Export Purcnasinc Corp. 
596 Broadway, N. Y. City 


Or Entire Stock for Cash 








It would be worth your while to get in 
touch with us before you sell any of 
your SURPLUS and DISCONTINUED 
LINES, as we have an extensive export 
and domestic outlet for almost anything 
in footwear. 


KIRSCH-BLACHER CO., Inc. 


624 Broadway, New York, N. Y. 

















M: CHANT NEEDS 











Milbradt 
Ladders 


Made for 40 years 
by the original in- 
ventors. 


= 


Made in all styles 
to suit any shelving 
conditions. 


Get our price before 
placing your order 


Milbradt 
Manufacturing Co. 
2416 No. 10th Street 
ST. LOUIS, MO. 

















Artistic 
Price and Sale | 


Tickets 


something new. 


$ Always 
$ Samples mailed free on re- | 
quest. State if large or 
small ticket is wanted and 


the color. 


, Emil Rublack 
140-142 West Broadway 














$ Established 1903 New York 3 





BOOT AND SHOE RECORDER 


June 23, 1928 








MERCHANT NEEDS 











CAHILL BOX MARKER 


(Copyrighted) 


A VERY EFFECTIVE 
MACHINE 


For printing the stock number, 
description, size and width and 
selling price of the shoes on the 
carton or the index card for the 
Cahill carton. 


PRICE, $4.00 


Mailed on Approval 











EYWOOD-WAKEFIELD Shoe 
Store Chairs give the utmost 
customer comfort in the smallest 
space. Our seating experts will be 
glad to help you on your require- 
ments, without any obligation on 
your part. 


WL ced Vy ahkchield 











Athletic Shoe Mfrs. 
Form Trade Ass’n 


CLEVELAND, OHIO—At a meeting on 
June i2 at the Hotel Statler here, there 
was formed the Athletic Shoe Manu- 
facturers Association, the principal 
function of which will be to discuss and 
find remedies for a number of trade 
evils now said to exist in the industry. 
Among these are extended datings, 
guarantees, etc. 
on instructing purchasers in the proper 
eare of athletic footwear to the end 


that it will render better service, is | 


contemplated. 

The following companies were repre- 
sented at the initial meeting and are 
among the members of the association: 
Brooks Shoe Manufacturing Co. of 
Philadelphia, the Athletic Shoe Co. of 
Chicago, P. Goldsmith Sons Co. of Cin- 
cinnati, J. T. Wood Co., Ware, Mass.; 
Golden Sport Shoe Co. of Brockton, 
Witchell Shield Co., Detroit, Mich., and 
Wisconsin Shoe Manufacturing Com- 
pany, Milwaukee. This membership 
will be augmented later. 


Give Memorial for 
George B. Selby 


PoRTSMOUTH, OHIO (UTPS)—The 
four sons of the late George B. Selby, 
founder, and active in the management 
of the Selby Shoe Co., up to the time of 
his death last December, have given as 
a memorial to their father $100,000 to 
be used in erecting an immense stadium 
at Ohio Weslyan University, Delaware, 
Ohio. The gift was announced June 9 
following the completion of the pro- 
gram for an $8,000,000 stadium for 
the university. The four sons are 
Pearl of Cleveland and Roger A., 
Homer C., and Mark W., of Ports- 
mouth. 

The late George B. Selby was a trus- 
tee of Ohio Wesleyan University for 23 
years and had always taken an active 
part in the management of the uni- 
versity. Ray Selby, a grandson, and 
son of Pearl Selby, was a star fullback 
at the university 15 years ago. A 
granddaughter is now attending the in- 
stitution. 


Five Days a Week 


LYNN, Mass.—Daly’s Golden Rule 
factories have started on a five days a 
week schedule for the summer, so that 
shoemakers may have all day Saturday 
for recreation. Mr. Daly says that the 
factory is so geared up that it can do 
a week’s work in five days, especially 
when all shoemakers pitch in and do 
their best. 


Postpone Ohio Meeting 


CoLuMBus, OHIO (UTPS)—Owing to 
a lack of quorum the proposed annual 
meeting of the Ohio Shoe Travelers 
Association, which was to have been 
held June 16, was postponed. Many of 
the salesmen were on the road and un- 
able to attend. President Harlan 
Rhoades will call another meeting soon 
to elect officers for the coming year. 


Also concerted action | 





MERCHANT NEEDS 





TH! OSCAR ON KEN Co. 


Display Fixtures of Quality 
¥ IN WOOD ONLY, BUT IN MANY PERIODS 4 


To Make Your Show Windows Profit- 
able These 3 Conditions Are 
Important: 

ist—A good Window Display Man; 
2nd—Change the Displays very eften; 
3rd—Use Wood Display Fixtures that are 


weil made, correctly proportioned, inter- 
changeable, and nicely finished. 


Always bear in mind that 
“MANY SALES ARE MADE FROM THE SIDEWALK’’ 


At half the rent you are paying, you 
would not board up your show windows 
This means they have a certain value. 
If neglected they become very costly. If 
utilized right they can be made very 
profitable. 


Ask FoR SpeciAL Book N-11 
ag SPECIAL FIXTURES MADE FOR ADVERTISING PURPOSES A 
One of the Two Best Lines Made 


CINCINNATI, O. 








QSTABLISHED 00 


LABELS 
SHOE CARTONS 


EXCLUSIVE BUT NOT EXPENSIVE 
SAMPLES UPON REQUEST 


AMERICA’S CREATEST 
SHOE CARTON @& LABEL MPcS 





Art Fletcher Resigns 
from St. Louis E.-J. 


St. Louis, Mo.—Art Fletcher, as- 
sistant manager of the St. Louis De- 
partment, Endicott-Johnson, resigned 
from the company this week, to take 
effect July 1. He has been asso- 
ciated with Endicott-Johnson for six- 
teen years, having started with the 
company as a salesman, and four years 
ago was appointed to his present posi- 
tion. Fletcher will join the selling divi- 





sion of the International Shoe Company. 
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"Nearly every person who 
enters your store is a pos-- 
sible purchaser of REPco 
Brushes and Daubers. 
Display Repco Brushes 
and Daubers prominently 
and call your customers’ 
attention to them. Take 
advantage of this fine op- 
portunity for additional 
findings profits. @{Repco Brushes are made in both the stapled and 
wire-drawn types. The wood and bristle stock are the finest obtain- 
able, and are equally good in both types, while the wax finish is 
carefully applied and is lasting. The two types differ only in the 
method of fastening the bristle knots. {Repco Daubers are made 
only in the stapled type. Like the brushes, they are made of the 


finest stock and finish. 





For Sale by Shoe Findings Dealers 


United Shoe Machinery Corporation 


J. K. Krieg Company, 39 Warren Street, New York City 
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The Boot and Shoe Recorder 


Serves in 


Getting More Shoes Sold Right; not only “more” but “right’’; 

for the right purpose, to the right wearer, in the right fitting, for the 

right price, at the right profit. This is the great problem of the retail 

The chief purpose of THe Boor anp SHoe ReEcorpER 

is to help solve it; for this is the basic problem upon which depends 

the progress of the entire allied industries relating to shoes and leather, 
their production and distribution 


shoe merchants. 


In this Issue— 


POINTS ON CEMENTING YOUR TRADE. 


HIGHER BLOOD PRESSURE SCARES THE 
PUBLIC 
And Gives Trouble to the Shoe 


Trade. 
THE VOICE OF THE RECORDER 


O. P. I. (OTHER PEOPLE’s IDEAS)... 
Money Making Methods. 


ConTEsT HELPS SELL MorRE SHOES 
or Kip . 
Brings Out Sales Arguments. 


WHAT STYLES WILL SELL IN THE 
FALL? 
To Be "Shown in Boston July 9 
to 11. 


RETAIL SHOE SALESMEN 
A Department for the Clerks. 


USING COLOR TO GIVE PUNCH TO THE 
SHOE DEPARTMENT 
Paint and Cretonne Work Trans- 
formation. 


SNAPPY SESSIONS HELD AT ILLINOIS 
CONVENTION 


WHoO’s WHO ON THE ROAD 
News of the Travelers. 


SHOE MERCHANT NEWS 
SHOE MARKET NEWS 
OTHER REGULAR FEATURES. 


ee 


) 
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At Morehouse-Martens ......... 35 
By Staff Correspondent ........ 36 
By Helen M. Haney ........00- 47 
About Retailers .......ccecess 51 
Among Manufacturers ......... 58 


sold 





GETTING MORE 
SHOES SOLD RIGHT 





WILLIAM M. LEBRECHT 
Treasurer 


H. WALTER SCOTT 
Vice-President 


THE BooT AND SHOE RECORDER PUBLISHING Co. 
207 SouTH STREET, BOSTON, MASss. 
EVERIT B. TERHUNE, President 


ARTHUR D. ANDERSON 


Secretary 


Directors of the co 
the above-named o 


A. C. PEARSON 
OweENn A. THOMAS 


ration, 

are as follows: 
HucH M. BowENn 

CHARLES H. FuURBER 


cers, 





GEORGE W. R. - noe 
Vice-Presiden 


B. C. htceemeeed 
Vice-President 
in addition to 


P. M. FAHRENDORF 
R. L. SEWARD 








SUBSCRIPTION RATES 

The subscription price of the Boor anp SHos Recorper is $3.00 for one year, which includes 

postage in the United States, its possessions, Canada, Mexico, Spain and its colonies and South 
America (excepting Venezuela and the Guianas, which is $6.00). 

FOREIGN SUBSCRIPTION—The price to all foreign countries except the above is $6.00 per 

year including postage. 


All subscriptions are payable in advance. 


Single copies 25 cents. 














‘ect. 


A request for 
with which it ts to take 
vance notice. 


through ae to send 


change of address must reach us at eee thirty days before the date of 
Duplicate copies lace ¢ 

With your ane address be sure also to send us 
he old one, inclosing 4f possible your address label from a recent copy. 


issue 


be sent to rep hose undelivered 





Entered ac second-class matter Sept. 19, ane, o Post Office at New York, N. Y. under the act of 


Member of the Audit Bureau of Circulations 
Member, Associated Business Papers, Inc. 


- 1879. 





A buying guide to 


Packard, M. A., Co., Brockton, Mass.... 





June 28, 1928 











BOOTS AND SHOES 



























Air Mail Shoe Co., Cincinnati, Ohio...... 9 
Ault-Williamson Shoe Co., Auburn, Me.. .44-45 
Best-Ever Slipper Co., Inc., Brooklyn, N. Y. 60 
Blog Shoe Co., New York City.......... 61 
Brooks Shoe Mfg. Co., Phila., Pa........ 61 
Burkley Shoe Co., Brockton, Mass........ 63 
Churchill & Alden Co., Brockton, Mass., 
4th Cover 
Clapp, Edwin, & Son, Inc., E. Weymouth, 
PS -h.6605-060566-00005540000 6806600080 58 
Cohen, Samuel, Shoe Co., Boston, Mass.... 61 
Commonwealth Shoe & Leather Co., Whit- 
Gs H.W e weenie dvesecevcsvenvseds. 59 
Coon, W. B., Co., Rochester, N. Y........ 46 
Copeland & Ryder Co., Jefferson, Wis..... 57 
Duane Shoe Co., New York City........ 61 
Dunn & McCarthy, Auburn, N. Y...... 54 
Duttenhofer, Stanley, Shoe Co., Cincin- 
Ws ES Cececcveusthewscassusseesweeess 2 
Elam, F. S., Shoe Ce., Rochester, N. Y..... 61 
Emerson Shoe Mfg. Co., Rockland, Mass... 58 
Ford, C. P., & Co., Rochester, N. Y....... 56 
Freeman Shoe Mfg. Co., Beloit, Wis....... 43 
Greeley, A. W., Co., Haverhill, Mass..... 63 
Green Shoe Mfg. Co., Boston, Mass....... 2 


















Ernest D., Co., Newburyport 





Haseltine, 








Kozy Komfort Shoe Mfg. Co., Milwauke 


Lape & Adler Co., Columbus, O......... 4 





Lilly, Henry, New York City 






Marathon Shoe Co., Wausau, Wis..Front Cover 


Menihan Co., Rochester, N. Y 










Moran-Hermann-McManus, Inc., 
Me. 








Nettleton, A. E., Syracuse, N. Y 













58 






Paristyle . pe Mfg. 


Co., Inc., Brook- 
lyn, N 60 








59 





Reynolds, Bion F., Brockton, Mass 





Rice-O’Neill Shoe Co., St. Louis, Mo..2nd Cover 
Randolph, Mass 
Minn.. 





58 


Richards & Brennan Ce., 





Robertson Shoe Co., Minneapolis, 56 








Schw 
Selby 
Sher 
Smit! 
Stacy 
Swan 


Sweet 


Unite 
Ohi 


Withe 


Pa. 


LE. 


Beggs 


Brown 


Creese 


Evans, 


Goodye: 


Graton 


Hubsch 


Miller | 


Pfister 
Wis. 


Rueping 
Wis. 


Standar 


Thayer-! 


United § 


West Vi 


York ( 


MACHIN 


Beckwith 


Cahill Ca 


Fenkart 4 











Roth & Rosenberg Shoe Co., Phila., Pa. 60 









Rublack, 





June 28, 1928 


Our Advertisers in this Issue 


Schwartz & Herder, Inc., Phila., Pa 
Selby Shoe Co., Portsmouth, Ohio 
Sherwood Shoe Co., Rochester, N. Y 
Smith, Wm. Sumner, Chicago, Ill 


Stacy-Adams Co., Brockton, Mass......... 58 


Swan Shoe Co., Baltimore, Md 


sweet, Alfred J., Co., Auburn, Me.......- 15 


United States Shoe Co., Cincinnati, 


LEATHER AND OTHER MATERIALS 


Beggs & Cobb Co., Brockton, Mass....... 59 
Brown, C. D., & Co., Rochester, ae | 


Creese & Cooke Co., Boston, Mass.......-.. 59 


Evans, John R., & Co., Camden, N. J...38, 38 


Goodyear Tire & Rubber Co., Akron, O.... 14 
Graton & Knight, Worcester, Mass. .3rd Cover 


Hubschman, E., & Sons, Inc., Phila., Pa... 


Miller Rubber Co., Akron, O 


Pfister & Vogel Leather Co., Milwaukee, 


Standard Kid Co., Boston and New York.. 
Thayer-Foss Co., Boston, Mass..........-. 3 
United States Leather Co., New York City. 52 


West Virginia Pulp & Paper Co., 
York City 


MACHINERY, LASTS, MFRS.’ SUPPLIES, 


DRESSINGS, ETC. 
Beckwith Mfg. Co., Boston 
Cahill Carton Co., Harrisburg, Pa 


Fenkart & Sons, Inc., Union City, N. J... 62 


Rublack, Emil, New York City 





United Fast Color Eyelet Co., Boston, Mass. 17 


United Shoe Machinery Corp., Boston, 
M 18, 42, 67 


FINDINGS AND SHOE STORE SUPPLIES 


Goodwin, C. L., & Co., Inc., Worcester, 


Heywood-Wakefield Co., Wakefield, Mass... 66 
Lincoln Store Supplies Co., St. Louis, Mo.. 63 


Milbradt Mfg. Co., St. Louis, Mo 


Miller, O. A., Tree. Mach. Co., Brockton, 


Onken, Oscar, Co., Cincinnati, Ohio 


Scholl Mfg. Co., Chicago, I] 
Segall & Co., Philadelphia, 


Shoe Form Co., Auburn, 


SHOE ORNAMENTS 


59 


Trifari & De Alteriis, New York City.... 62 


Veith, A. & H., Inc., New York City 


MISCELLANEOUS 


American Telephone & Telegraph Co 
Boston Shoe and Leather Fair 


Federated Shoe Stores of America, Boston, - 


Kirsch-Blacher Co., Inc., New York City.. 65 
Meyer, Frank B., Co., Inc., Brooklyn, N. Y. 66 


New York Export Purchasing Corporation, 
New York City 65 





BOOT AND SHOE RECORDER 69 


Next Week 


you will find 


in the 


Boot and Shoe 


Recorder 





HE time for preparation of a 

market trip coincides with the 
June 30 issue of the Boor AND SHOE 
RECORDER. Many a merchant will 
tuck that issue in his bag as he 
travels trainward to market. ‘The 
big attraction naturally is the sea- 
shore and Boston, with its annual 
mid-summer market fair, “the week 
after the Fourth.” 


F ihegner also, for some style hints 
in advance of the show—men’s, 
and children’s—what’s in 
the cards for September and October 
selling. 


women’s 


OW to give your advertisements 

that metropolitan look. That’s 
the problem in many stores where 
artists are not available and where 
the local newspaper has only an 
average amount of type and type or- 
nament to bring into play. It’s a 
problem the solution of which you 
will find in this big issue. 


O say nothing of Other People’s 

Ideas, two pages of very practi- 
cal helps gleaned by our field editor. 
And a host of other unusually help- 
ful features. 
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BOX : OBS 


For those finer creations in fashionable foot- 
wear where style and beauty that ENDURE 
are first considerations 


4 It’s the Beauty of the toe that sells the shoe [ 


THE GENUINE VULCO-UNIT BOX TOE IS MADE AND SOLD ONLY BY 


BECKWITH MANUFACTURING CO. 
Largest CManufacturers of Box Goes in the World 
STATLER BUILDING - BOSTON 
Chicago, G. W. KIBBY & CO Cincinnat, GEO. A. SPRINGMEIER St. Lows, WRIGHT-GUHMAN CO 








